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COSMETICS : SOAPS FLAVORS 
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gate WIRZ a 


Single-use tuhe . . . 


Flavors can be sealed in, moisture sealed out, 

exact dosage dispensed — with the easy-to-open 

WIRZ Monopak* single-use collapsible metal 

tube. Ideal for individual or sample units of 

coffee, dehydrated soups, pastes, hydroscopic , 

powders and granular products. Contents ee 
remain fresh, pure. WIRZ Monopak* single-use 
tube is hermetically sealed, non-refillable. ‘= wh HH 
Requires no labeling or recapping. WIRZ a ene 
Monopak* single-use tube may be the answer — 


to your packaging problem. Let us explore yy 


its possibilities together. i Ine. 


CHESTER, PA. 
YORK 17, N.Y. CHICAGO 4, ILL. MEMPHIS 2, TENN. HAVANA, CUBA Export Division—751 Drexel Bidg., Philadelphia 6, Pa. 
L. 42nd St. 80 E. Jackson Bivd. Wurzburg, Bros. Roberto Oritz Planos 
: Roberto Oritz Hector 


. 


A. G. Spilker Los Angeles 14, Calif. 1709 W. 8th St. 


llapsible Metal Tubes « Lacquer Linings « Wax Linings « Westite Closures » Soft Metal Tubing 





« Household Can Spouts « Applicator Pipes » Compression Molding 








A very sweet floral bouquet of the Sweet Pea, Honeysuckle 
type. Florarome, not a complete essence, should be finished 
with such types as Oil Ylang Ylang, Neroli, Bergamot or the 





p RS 
J Absolutes Rose and Orange. 
$21.00 per pound 
A delightfully fragrant bouquet of the warm, semi-oriental, 
balsam type. Lysis can be used in practically any toilet prepa- 
ashame ration. Consult us as to its many uses. 

ai $30.00 per pound 

Above are two of a wide range of specialties which are 

- favorites with the trade because of the complete satisfaction they give. 


specialties speak for themselves. As specialties and perfume 
bases for extracts, toilet waters and cosmetics, they are almost certain to give that 
exact, delicate shadative—or the bold resounding note required for certain prod- 
ucts. Scientifically created for the most fastidious demands of the world’s leading 
perfumers, they are designed to please, formulated to se//, Write for the complete 


list of these superlative specialties. 


Sole Owner 
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Plant and Laboratories, Totowa, N.]. 


CHICAGO 





BOSTON 








PHILADELPHIA 








ST. LOUIS LOS ANGELES ASHEVILLE 





MYSORE 
SANDALWOOD OIL 


Since 1913, when the Mysore Department of One of the most famous of Mysore’s many prod- 
Industries was instituted, the industrial ucts is Sandalwood — Santalum Album 
and agricultural development of My- (Linné). Obtained from selected My- 


sore has gone steadily ahead. Plans to sore heartwood, Genuine Mysore 





develop Mysore’s vast resources will con- Sandalwood Oil, distilled at our 
tinue a record of progress that has earned for My- Linden, N. J., plant, is the chosen standard 


sore its proud title of “The model state of India.” of purest quality by all leading Perfumers. 


“J Ofdefte Sffence Piftiffers” 


Ww. J. BUSH & CO. 


INCORPORATED 
Essential Oils * Aromatic Chemicals * Natural Floral Products 
11 EAST 38TH STREET, NEW YORK 16, N. Y. * LINDEN, N. J. 


NATIONAL S2-e Ve CALIFORNIA . LONDON : MITCHAM _ wiowes 
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PRODUCED AT OUR BROOKLYN FACTORY 
OILS 
CLOVE BALSAM PERU OPOPONAX 
NUTMEG CELERY PIMENTO 
ORRIS LIQUID, Conc. GERANIOL OLIBANUM 
STYRAX CITRONELLOL SANDALWOOD 
CASCARILLA PATCHOULY 
also 
LINALOOL CITRAL EUGENOL 
RHODINOL 
RESIN LIQUIDS 
OLIBANUM STYRAX 
LABDANUM BALSAM PERU 
OPOPONAX BALSAM TOLU 
ORRIS TONKA 
Essential Oils ¢e Aromatic Chemicals e Perfume Materials ¢ Colors 
OFFERING ROSE ABSOLUTE 


427 WASHINGTON STREET, NEW YORK 13, .N. Y. 
CHICAGO + SAN FRANCISCO + MONTREAL + ST. LOUIS + PHILADELPHIA - LOS ANGELES - TORONTO 
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Comment 





andiESGENTEALRIOINLRE VIEW 


More Revenue to Government if 
Excise Taxes are Repealed 


COSMETICS ‘ SOAPS 
Established 1906 


FLAVORS = 
With the federal government 
facing a deficit of five billion dol- 


J. H. Moore HarLanp J. WRIGHT lars can it afford to lose over a bil- 
; ; s alt lion dollars which it now gets an- 

President Vice President . a 
ee nually from excise taxes? That in 
. . " . a nutshell is the substance o 2 
ALLEN ADDICKS Matson G. pENAVARRE, Pu.C., B.S. nutshell is the substance of the 
j i hnical Edi objection to repealing these taxes. 
Advertising Manager Technical Editor In the first place the excise taxes 
, rere Vv1ie i ( ~ o ~ 
WILLIAM LAMBERT Morris B. JAacoss, Px.D. were levied in 1941 for the pur 
Editor Blecey Biter pose of diverting demand awa) 


from consumer goods in a period 
of war time shortages. For exactly 
the same reason in 1950 these 
taxes should be repealed so as to 
divert demand toward consumer 
goods. 

Only a 5 per cent increase in 
business in the 27 excise taxed in- 
dustries which do a total business 
of 35 billion dollars, would mean 
an increased business income of 
roughly $1,700,000,000. This ex- 
pansion would readily come with 
the repeal of excise taxes by the 
proven route of lower prices. And 
it would restore thousands of jobs 
which evaporated after the taxes 
went into effect. Revenue from 
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excise taxes. 


REGULAR FEATURES Will a Physicist be the 


Desiderata—Maison G. deNavarre ... 193 One to Classify Odors? 
Questions and Answers 195 \toms of the different elements 
~~ . e " $ . . ** . Je e 
: . each have a different sound that 
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Hints for Improving Production 227 they emit 40 or more octaves above 
New Products and Developments , _, 299 the range of the human _ Car. 
' : Through — electronic machinery 
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Washington Panorama 235 down into the range which people 
ogi can hear so that these vibrations 
he Round ‘Table . 239 may be studied. The demonstra- 
Market Report . 95] tion of this by Prof. Donald An- 
- , drews of Johns Hopkins Univer- 
Prices in the New York Market 253 sity is another striking example of 


MTT na 


the aid given by the physicst to 
help the chemist in his work. 

It leads to the thought that just 
as the physicist developed means 
free from the human equation for 
accurately measuring color that 
physicists more likely than othe 
scientists may discover means free 
from the human element for clas- 
sifying odors. 

There is urgent need for such 
classification of odors. 
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A GREAT OAK «+++ 


LIKE THE PROVERBIAL OAK, Avon Allied Products, 
Ine. has its roots deep-down... nourished in the basic 
traditions of our industry. Firmly foundationed on 
the founder’s ideals of integrity, sincerity and crafts- 
manship, the Company has flourished and matured 
into the largest manufactory of Private Brand Cos- 


metics in the world. 


Today, Avon Allied’s branches extend from coast to 
coast and into Canada to serve you more efficiently. 
Yet, its efficiency is never dissipated by over-eager 
attempts to serve a vast number of clients, lest the 
results fall short of the Company’s purpose: To pro- 


duce and assemble products built to the highest 


standard known to the American cosmetic industry. 


When you are considering improving a product or 
creating a new one, it is good to know these things 
about Avon Allied. Take advantage of the opportu- 
nity to use the superior facilities and knowledge 
which Avon Allied’s technical staff puts at your dis- 
posal: Men with a wealth of experience and special- 
ized skills and the most modern scientific equipment 


that can be bought or developed. 


By utilizing Avon Allied’s highly specialized service. 
developed during more than sixty years of successful 
operation, you too may confidently look forward to 


the fulfillment of your own long line of “Great Oaks” 


Gin Med Bedih INC. 


Makers of the World’s Finest Cosmetics + Private Brand Specialists 
30 ROCKEFELLER PLAZA, NEW YORK 20. N.Y. 
Plant and Laboratories: SUFFERN, N. ¥. «* PASADENA, CALIFORNIA + MONTREAL, CANADA 
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Floral creation of unusual intriguing 










odor...suggestive of the subtle charm and 
ys \""' / mystery of the native background 
y) with an appealing character that lends 


delicate bouquet to toilet waters and perfumes. 


Sa mples upon request 


LABORATORIES INC. 


CHICAGO 6 - NEW YORK 61 + LOS ANGELES 13 


DALLAS 1 + DETROIT 2 + MEMPHIS 1 + NEW ORLEANS 13 + ST. LOUIS 2 + SAN BERNARDINO + SAN FRANCISCO 11 
FLORASYNTH LABS. (CANADA) LTD.—MONTREAL + TORONTO + VANCOUVER + WINNIPEG + FLORASYNTH LABORATORIES DE MEXICO S. A., MEXICO CITY 
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The Formula of the Month 


A Soap-Free Facial Cream 
With High Appeal 





Hystrene T-70—70% stearic acid . 15.0% 

‘ Isopropyl Palmitate. ...... 1.0% 

4 
BANC GO «oc st te oe « RBM 
ROMER 66.6 «6 bes Sw CHO 
Arlex (Atlas commercial sorbitol 

2 SCION) «6 ces hw wo ws » RSS 

q PUNE ck ct cn ins SEE > 

| Preservative fp éie sce wa 6 = a CB 

C Perfume 6. si see oe Bh 


Preparation: Add (A) at 90° C. to (B) at 95° C. With rapid 
stirring, add (C) at 50° C. Hand work occasionally to 25° C. 
Rework and pack next day. 


Here's a facial cream that takes advantage of the exceptional high purity of 
Hystrene stearic acid (Unsap. below 0.2%—I.V. below 0.5!) to achieve the cos- 
metic elegance so sought after by manufacturers of highest quality toiletries. For 
example, because Hystrene acid is almost completely lacking in odor, it allows 





costly perfume oils to reach new heights of performance, not masked or altered by 
objectionable fatty acid smell. 


In this Formula of the Month, the combination of Arlacel and Tween emulsifiers 
prevents the formation of ‘‘top crust,’’ even when the cap of the jar is left off for 
some time. 


Hystrene stearic acid is offered by the makers of Span, Tween and Arlacel emul- 
sifiers, and Arlex and Sorbo sorbitol—products with an established record of de- 
pendability in cosmetic formulas. 


Write for samples and further information. Atlas Research is ready to help you in 


improving production methods and enhancing the cosmetic elegance of your 
products through the use of these products. 


Hystrene: Trade Mark of Trendex Co., Mft 
Arlacel, Arlex, Sorbo, Span, Tween: Reg. Atlas Trade Marks 





INDUSTRIAL CHEMICALS DEPARTMENT 


ATLAS POWDER COMPANY, WILMINGTON 99, DELAWARE e OFFICES IN PRINCIPAL CITIES « CABLE ADDRESS « ATPOWCO 
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ALPHA AMYL 
CINNAMIC ALDEHYDE 


A 


26 VERONA AVENUE, NEWARK 4, NEW JERSEY 
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(70 WXISELY 


Right at the start of planning, consider 
carefully your selection of the perfume 
that is destined to carry your new 


product to success. 
Perfume is persuasive ... Plan it wisely! 


Consult the skill and experience of 
van Ameringen-Haebler’s perfume 


chemists. 











4 


AAMERINGEN” SL AEBLER, INC. 


31S FOURTH AVENUE, NEW YORK 10, N. Y. 
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182 


There is no finer container for quality perfume 


and toilet water than a handmade glass bottle. 


2 


CARR-LOWREY 
mae Vi aS 


Factory and Main Office: BALTIMORE 3°MD. . i) oT Oli ee ea 
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AROM Alg@ie 
CHEMI CERES 


667, Washington Street 
NEW YORK 14, (N.Y,) 


PERFUMERY SPECIALTIES - ESSENTIAL OILS - AROMATIC CHEMICALS 
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fragrances 


with the 
inspiration | 
and authenticity 


of § paris... 
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Here are fragrances that capture the beauty of nature... 
that pay homage to feminine charm, grace and loveliness. 
More than perfumery materials and their physical properties 
go into the making of world famous fragrances. The culture, 
traditions, temperament and artistry of master perfumers 
become equally important ingredients. These, precisely, 
are the qualities that universally distinguish original 
Parisian scents and perfume Specialties. This, precisely, 
is what the de Laire Division of Dodge & Olcott, Inc. with the 
world renowned de Laire Laboratory in Paris offer the enter- 
prising and progressive toilet goods manufacturer... Inspired, 
authentic, symphonic fragrance specialties to help you create 


perfumes bound to win favor and acceptance. 


DIivisStOnNn OF 


DODGE & OLCOTT, INC. 


180 Varick Street *« New York 14, N. Y. 
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THIS YEAR... MAKE A BETTER 
SUN TAN PRODUCT 
WITH 2f 


Sun Screening & Perfuming agents combined! 


Just mix Sunaromes with the base you prefer .. . 
water-gum, water-alcohol, or even water alone. You 
can also use a cream base, mineral oil, fatty oil, etc. 
It’s the Sunaromes that make them effective sun screens 
...and scent them so attractively. The protection is 
positive ... and there is no problem of skin irritation. 


Sunaromes were developed to en- 
able the manufacturer of cosmetic 
products to produce any type of 
suntan preparation, in any one of a 
large number of fragrances; simply 





and economically. 






“ 





SPECTRAL TRANSMISSION 


© SUNAROMES completely screen out harmful rays of the 
sun between 2900-3100 angstrom units. 

e SUNAROMES permit sufficient of the actinic rays to 
reach the skin for a beautiful and healthful tan. 

e SUNAROMES combine a perfect and tested sun-screen 
and a wide choice of perfumes, soluble in all media, for 
easy and simple manufacture. 

e SUNAROMES are economical to use. 

¢ SUNAROMES are non-irritating to the skin and stable 
in the finished preparation. 


Write now for samples ond literature containing 
complete data, prices and interesting formulas. 





AROMATIC CHEMICALS © ESSENTIAL OILS © PERFUME OILS * FLAVORS 


ELTSO CHEMICAL COMPANY, INC. 
599 Johnson Ave., Brooklyn 6, N, Y. 
BRANCHES IN BOSTON * PHHADELPHIA + iOS ANGELES 

S¥. LOUIS + DALLAS * CHICAGO + MONTREAL * TORONTO 
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WE RECOMMEND THE USE OF 


SYNTHETIC PATCHOULI 1474 
& 
ARTIFICIAL GERANIUM 5-T-2 


WHENEVER THE NATURAL OILS 
ARE TOO COSTLY 


ROURE-DUPONT, INC. 


ESSENTIAL OILS, AROMATIC CHEMICALS AND PERFUME BASES 
GENERAL OFFICES 
366 MADISON AVENUE, NEW YORK 17, N. Y. 


CHICAGO BRANCH LOS ANGELES BRANCH 


510 NORTH DEARBORN ST. 5517 SUNSET BOULEVARD, HOLLYWOOD 


SOLE AGENTS IN UNITED STATES AND CANADA FOR 


ROURE-BERTRAND FILS et JUSTIN DUPONT 
GRASSE (A. M.) FRANCE ARGENTEUIL (S. & ©.) FRANCE 


NS 
X26 SS 
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METHYL PARASEPES 


PURIFIED 


uF) ae 
PARABEN, US 


VERSATILE PRESERVATIVES 
See ee Heyden Parasepts are avilable commercially in 
acid—fine white powders five purified forms: . 
METHYL PARASEPT® — PROPYL che 
(Methylparaben U.S.P.) (Propylparaben USP.) . 
ETHYL PARASEPT® BUTYL PARASEPT® 
BENZYL PARASEPT® os 


Technical grades of the Parasepts are also available. 
Shipped in 100, 50 and 25-Ib. fiber drums. =~ 


Detailed technical information on the Parasepts will be mailed 
on request. Just attach the coupon to your Company cocoa 


Suing Sudutry thrngh Fina, Choice. ay) 


393 Seventh Ave 


CHEMICAL CORPORATION New York 1, WN Y 


Gentlemen: 
Please send me technical in- 


393 SEVENTH AVENUE e NEW YORK 1 N. ¥. area and tage on the 
CHICAGO 6 © PHILADELPHIA 3 © SAN FRANCISCO Tl © RUMFORD 16, R. I nen 


Nome 
Title 
Address 





ee 


8 out of 10 say it’s best for 


FLAVOR 
CLARITY 


— oe ee ee ee ee ee ee ee eee ee ee ee ee 


Yes, more than 80% of all 
the lemon oil used in the 
United States is Exchange 


Lemon Oil! 


This overwhelming endorse- 
ment by the trade is your 
guarantee that Exchange 
Lemon Oil delivers quality... 
quality in the form of superior 
flavor and unmatched clarity 
and uniformity. 


Always specify it by the brand 
name when you order— 
Exchange Oil of Lemon. 

For complete satisfaction, 
accept no other brand. 


Distributed in the United States exclusively by 


DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N.Y. 


FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York 11, N. Y. 
Distributors for: 

CALIFORNIA FRUIT GROWERS EXCHANGE 
Products Department, Ontario, Calif. 


Producing Plant: 


Exchange Lemon Products Co., Corona, Calif. 
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THESE NUMBERS 
MAKE GOOD SCENTS.... 


I the manufacturer’s desire to find new odor 
effects. and in the perfumer’s zeal to cater to this de- 
mand, there is inclination to pass up any composi- 
tion that is not “fresh out of the compounder’s lab- 
oratory”. As a result, many beautifully composed 
fragrances that reflect the finest creative effort are 
often heedlessly ignored. In re-examining a few ex- 
amples to prove their sales-winning possibilities, we 
have singled out a group of our compositions for 
your consideration. It is our opinion that any one of 
these selected numbers, if used for the purposes 
described, will prove a credit to your product and a 
powerful incentive to its sales. 


4q4¢¢#4¢4¢4 4 4 PLEASE UNFOLD THE PAGE 


AEROSOLS, UNLIMITED .... 


Wer. practically unlimited. We all know the 


market is BIG and growing . . . and that there is 
real money-making opportunity for the manufactur- 
ers and distributors of aerosol-dispensed products. 
To these, however, we suggest just one word of cau- 
tion: If your product requires the incorporation of 
a neutralizing aromatic or fragrance, take the time 
to test and compare available offerings and, finally, 
after careful study, select one that will insure your 
product a definite selling advantage over your com- 
petitors’.. Remember, in a market as tempting as 
this, competition will be exceptionally keen and 
only those products will survive and profit that have 
merit and unmistakable consumer appeal. Your 
choice of aromatic will go a long way toward deter- 
mining your product’s ultimate standing in this most 
promising field. 


PLEASE TURN THE PAGE 6° 6B Sh.) 6:2 


FRITZSCHE BROTHERS, Ine. 












F A I T 1 ) CH Established ee 
Soe 
soonest aaitilamaes Ine. 


PORT AUTHORITY BUILDING, 76 NINTH AVENUE, NEW YORK 11, N. Y. 


BRANCH OFFICES and *STOCKS: Atlanta, Georgia, Boston, Massachusetts, *Chicago, Illinois, Cincinnati, 
Obio, Cleveland, Obio, Dallas, Texas, Detroit, Michigan, *Los Angeles, California, Philadelphia, Pennsylvania, 
San Francisco, California, *St. Louis, Missouri, *Toronto, Canada and * Mexico, D. F. FACTORY: Clifton, N. J. 





fs T as far as you, individu- 


ally, are concerned, this market will 
be potentially attractive only to the 
extent that your product has been 
made attractive. One of the least costly 
and most accepted means of making 
it attractive is through the use of odor 
not any stock odor, but one espe- 
cially selected for your exclusive use 
one fittingly appropriate to the 
product itself. As specialists in the 
creation of technical odorants for 
every purse and purpose, we are in the 
best possible position to aid you in the 
formulation and selection of a fra- 
vrance or neutralizer made-to-order 
for your aerosol-dispensed product. 
Our facilities and experience are yours 
freely for consultation . . . and 
without obligation—if you have such 
a problem. Why not let us try to help 


you? 
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J ose base of unusual 
appeal, Ormodor Coeur de 
Rose 4146 has proved thor- 
oughly effective tn a wide 


ts great beauty, tte te- 
guatities make tt a product 
of real economy. 


& eo. ine. 


601 West 26th Street, New York 1, N.Y. 





Use 


as a thoroughly effec- 


tive rose base 


to add a rose note to 


a floral bouquet 


to soften the sharp 
outlines of modern 


perlumes 


in French bouquets, 
to bring out delicate 
nuances and fo blend 


other ingredients 
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UALITY based on 
unceasing research... 
PRODUCTION under the 
most exacting control... 
Every SYNTOMATIC Prod- 
uct a distinctive asset in the 
manufacture of your perfumes 


and cosmetic preparations. 


ESSENTIAL OJLS 







° ° 
¢ % 
-* SYNTOMATIC *. 
*3 CORPORATION >" 
* ere 








PERFUMERS MATERIALS 


SYNTOMATIC CORPORATION 


114 EAST 32nd STREET + NEW YORK 16, N. Y. «© MURRAY HILL 3-7618 
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spring sales strategy 
begins with 
Dreyer essences for 
BATH SALTS, 
POWDERS 
AND LIQUIDS 


ere er 





Spring’s perennial favorites are ready 


for you...or if you desire, essences may be 

blended to your special requirements. 

The Dryer Perfume Stylist awaits the opportunity of 
serving you...with the fragrances preferred by the 
fashion-wise . .- priced for today’s toiletry needs. 


PINE, GARDENIA, APPLE BLOSSOM AND OTHERS 


| 


) 


Mom 


119 WEST 19th STREET - 
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P. R, Dreyer Co 


119 w, 7 
est 19th Street, Ne 
Gentlemen : a _ 
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NEW YORK 
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SLOW VOLATILIZATION 
INSURES STABILITY 
wt compelling fragrance of unceasing 
popularity. A definite ond 
- . . . 
distinctive asset in the 
manufacture of Your perfumes 
cf 
! ° ° : 
and cosmetic preparations. > 
t J 


PRICED AT $12.00 per pound. 


“Our Research Laboratory Is at Your Service” 


DR. ALEXANDER KATZ; & CO:; Division of 


FRITTER & C0. 


VANCOUVER, B. C. LOS ANGELES 27 SEATTLE 22 NEW ORLEANS 13 
MEXICO, D. F. DALLAS | NEW YORK 6 = SAN FRANCISCO 3 





ATLANTA 3 
PITTSBURGH 22 


Send for your copy of our latest 
catalog . . . It is educational. 


any » 
OTs 
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esiderata 


by MAISON G. pENAVARRE 


ANTIPERSPIRANT PATENT 

A patent was issued on December 
20, 1949, #2,492,085, for “an astrin- 
gent composition Consisting ¢ssen- 
tially of an aqueous medium in ma- 
jor proportions, and containing an 
aluminum chlorohydrate in which 
the ratio of aluminum to chlorine 
was 2:1 and having the probable 
formula: Al,(OQH)I5Cl1,. In pro- 
portions to produce an astringent 
action, and an emulsifier . . . in 
the form of an emulsion . . . in the 
form of a cream”’ etc. 

The application date was May 6, 
1947; the patent examiner referred 
to an article by Govett and deNav- 
arre appearing in The American 
Perfumer in April 1947. It is quite 
obvious that both the patentee and 
Govett and deNavarre did their ori- 
ginal work on the use of aluminum 
chlorohydrate, the active substance 
in question, somewhat before the 
two dates mentioned. Inasmuch as 
chlorohydrate has been offered fon 
sale and experimentation for a 
number of years, one cannot help 
but feel that there is going to be 
considerable eyebrow raising re- 
garding the validity of the patent 
in question. In fact, the writer has 
worked with this material in the 
forms patented sometime ago. 

Processes for forming a_ basic 
aluminum chloride solution (chlor- 
ohydrate) are numerous. There is 
sritish §=3509,815 and 3489,769 
and U.S. patents #2,196,016 and 
+2,373,198 to mention only some 
of the patents on this subject. 

As far as the disclosures of the 
patent in question are concerned, 
the formulas given can very readily 
be used with aluminum sulfate or 
chloride with minor adjustments 
for the effect of these two salts on 
the consistency of the product. As a 
result, the formulas themselves add 
nothing to the known art and the 
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claims secured by Letters Patent 
cover principally the use of a type 
of basic aluminum chloride in 
which the ratio of aluminum to 
chloride and hydroxide is a given 
ratio. 

One looks forward with much in- 
terest to the effect this patent will 
have on formulas either in use or 
being contemplated for use by man- 
ufacturers of antiperspirants. 


DRUM HEATERS 


The problem of getting out such 
things as waxes, petrolatum, paste 
surface active agents, fatty acids or 
lanolin, to mention some of the 
solid materials shipped in drums, 
has been a vexing one for anyone 
using these substances. 

Several months ago one type of 
drum heater was described in this 
column, and now a new one is be- 
ing offered considerably different 
from the previous one. 

The latest heater fits all standard 

;” drums and amounts to a belt 
that slips over the drum. It is 
claimed to have a low radiant loss, 
heats quickly, works at three heats, 
requires a 230 volt line, and is 
priced at less than $20.00 per unit. 
Iwo units should work on one 
drum quite well, but it may require 
three to do a fast job. 

One can see other uses for this 
slip-on heater for other containers 
of the same size, such as small batch 
tanks or storage tanks. 
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PRESERVATIVE 

Probably the commonest preser- 
vative in use is sodium benzoate. In 
cosmetics it has not been used as 
widely as other preservatives al- 
though some companies use a type 
called ‘ ‘acid sodium benzoate” for 
all preparations that are neutral or 
acid in reaction. This preservative 
is effective in a concentration of ap- 





M. G. DeNavarre at work in his laboratory 


proximately 1:750 and is priced at 
about $1.00 per Ib. Its effectiveness 
by actual test has been proved quite 
amazing compared to other stand- 
ard preservatives, some of which 
cost twice as much. 

While on the subject of preserva- 
tives, it is worth mentioning that a 
new compound called Dehydro- 
Acetic acid (and its sodium salt) has 
been recently offered as a preserva- 
tive particularly for external prepa- 
rations, although work is_ being 
done to determine its value in food 
products and in internal medicines. 
All of its indications are for greater 
preservative action, but actual 
proof in use is limited at this time, 
inasmuch as the material has been 
offered quite recenily. 


WEST INDIES MARKET 


While visiting some of the West 
Indies recently, a number of things 
became readily apparent on the 
spot which one does not realize 
when away from it. 

To begin with, the mass market 
can only be touched by cheap toilet- 
ries, pring ipally soap, liquid or solid 
brilliantine and possibly denti- 
frices. In some places alcohol is 
cheap, and one can visualize an im- 
measurable market for something 
like a deodorant cologne. Such 
products would have to be made 
right on the islands to take advan. 
tage of the low cost alcohol. In some 
places American goods don’t seem 
to be too highly thought of while in 
others only British brands are avail- 
able. The problem of spoilage due 
to humidity, temperature, mould 
and bacteria is ever prevalent, and 
one gets the impression that the Bri- 
tish have made a somewhat better 
study of this than we have. Goods 


March, 1950 193 














SrEeCiri SHMEPrPieLL.... 


Dress your product in “pick me” packages that 


promote a higher share of impulse sales. Then 
turn impulse sales into consumer habits. Shef- 
field Process Tubes can help make this success 
formula work for you. To see brilliant tube de- 
signs and crisp, cleaner printing on tube metals 
.. . send for free Sheffield samples. The com- 
parison will be worth 10,000 words and can 


mean additional sales for you! 





Remember, too... it’s a profit-wise policy that 
distinguishes between value and price. Fast 
dependable delivery and complete service are 
extra values you get at Sheffield. We supply 
matching tube cartons, as well as tubes... can 
fill your bulk products in tubes, tins, or jars... 
can ship your product to market. At Sheffield, 
only one order takes care of all requirements. 


For value all the way, specify Sheffield. 


All types of tin, tin-coated, aluminum, lead, and Sheffalloy tubes. 


Also one-shot tubes for single use applications. 


THE SHEFFIELD TUBE CORPORATION 


HOME OFFICES - 
Ae emt 323140 te ese a) 
NEW YORK 18, N.Y., 500 5th AVE 


CHICAGO 16, ILL., 3132 CANAL ST 


NEW LONDON, CONN. 


T. C. SHEFFIELD 
LOS ANGELES 38, CAL., 7024 MELROSE AVE 


EXPORT: 500 FIFTH AVE., N. Y. CABLE “DENTIFRICE’, NEW YORK 
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made on the islands vary tremend- 
ously in quality, some being exceed- 
ingly good while others are as bad 
as one has ever seen. Foreigners do 
not seem to grasp the requirements 
of the market and as business con- 
ditions get more competitive, it be- 
hooves a manufacturer to check 
local requirements in each market. 
In some of the islands the price 
charged is determined by what the 
seller feels the buyer will pay. Per- 
haps a printed price on the parcel 
might be the answer to this. In gen- 
eral, the people are smell conscious. 
The deluxe trade is quite limited, 


MATCHING COLORS 


As far as cosmetics go, not much 
has been written on the subject of 
color matching. A lot has been done 
by the individual companies, and if 
anything has been learned, most of 
itis kept within the companies. 

Phe question of what to match 
always dominates the problem. 
Shall you match the container tone 
or shall you match skin tone? Ob- 
viously both are desirable, but it 
isn’t always possible to have every- 
thing — If the choice must be 
made t should be in ltavor of the 
box, na or bottle of the colored 
make-up item for the container is 
the thing that the customer looks at. 
Ol course if the skin tone is very tan 
off, the customer will complain. 

In matching one batch of product 
to another it is a well established 


fact among color men that the more 
colors present, the more difficult the 
job. It is not too much of a problem 
to match a colored product contain- 
ing one color lake, tor example. But 
the moment the second color lake is 
introduced the problem becomes 
complicated, for a color man will 
practically throw up his hands at 
matching a shade of make-up con- 
taining six or more colors. There 
should be no reason for using more 
than three colors in any product. It 
is amazing how good a color in a 
cosmetic make-up item can be ob- 
tained from the proper selection of 
a single color. Even so, the degree of 
dispersion, the nature of the surface 
observed—rounded or flat, the light 

either direct, overhead, or side, 
either natural or artificial, bright 
daylight or late afternoon daylight, 
whether the product is dry or wet, 
if bleeding is complete in a wetted 
product, are only a few of the prob- 
lems confronting a man doing colon 
matching. 


RECORDING THERMOMETER 

\ rather inexpensive recording 
thermometer having a range ol 
from minus 10° to plus 120°F. is 
available for less than $50.00 for 
writing a continuous seven day tem- 
perature record on a paper chart. 
The value of recording the temper- 
ature in a test area day and night 
is readily apparent to any research 
chemist. 


Questions and Answers 





796: PERFUME TABLET 
Q. Can you possibly send me a 
formula for the manufacture of a 
perfume tablet that would be com- 
paratively small in size (about the 
size of an “alka-seltzer” tablet) yet 
strong enough to impart odor to a 
drawer full of clothes in a com 
paratively short time? 

K. R. D., New York 
A. To make a perfume tablet such 
as you mentioned we suggest as a 
carrier for your perfume, highly ab 
sorptive silica gel powder or pow- 
dered aluminum hydroxide, both 
of which form a very satisfactory 
tablet by ordinary granulation and 
compression methods. Starch alone 
will absorb the perfume and form 
a good tablet. 


797: CHLOROPHYLL 
Air Wick people have 


Q. Do the 
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the exclusive use of chlorophyll 
when used in the manutacture ol 
room deororants? 


V. P. S., Illinois 


Chlorophyll is patented for use 
in an air deodorant by the Air Wick 
people, and therefore they have the 
exclusive right to its use. 


798: OIL BLEACH 


Q. We are interested in manufac- 
turing an oil bleach. The aforemen- 
tioned is sold to the consumer who 
adds two parts of 20 volume perox- 
idle to one part of the so called, “‘oil 
bleach.” With the addition of the 
peroxide and slight agitation the 
product becomes thick. The thick- 
ness is desirable since this keeps the 
oil bleach from running when ap- 
plied to the hair. 


§. E. I., New York 





A. The oil bleach to which you re- 
fer is made preferably from a self 
emulsifying propylene glycol lau- 
rate and mineral oil in proportions 
to suit your cost and purpose. Off 
hand ten per cent of the laurate in 
mineral oil, preferably of heavy 
viscosity, will be a basis of starting 
your experiments. This oil is mixed 
with the peroxide to get the product 
you refer to. 


799: WATER SOLUBLE CREAM 

Q. We have been attempting to 
formulate a cleansing cream of the 
water soluble type. We would really 
appreciate a formulation for this 
type product, and especially the 
trade name for the emulsifier used 


to solublize the mineral oil. 
A. C., Ohio 


1. Try the following formula for a 
water soluble cleansing cream: 
Stearic Acid, 30 lbs,; Lanolin (an- 
tydrous), 20lbs.; Beeswax (white), 
16 lbs.,: Mineral Oil (white), 33 lbs.,; 
Triethanolamine, 4 lbs.,; Propylene 
Glycol, 16 lbs.; water, 95 lbs.; and 
Terpineol, 0.2 lbs. Melt the stearic 
acid, lanolin and Beeswax in the 
mineral oil and heat to about 70°C. 
Prepare in a separate kettle a solu- 
tion of the triethanolamine and 
water, heat to 70°C., and add to 
this the hot solution of waxes. Stn 
vigorously until a creamy emulsion 
is obtained and add the propylene 
glycol to which the perfume has 
been added. Continue stirring until 
homogenous and the product has 
reached the proper consistency. 
Pour into jars while still warm. You 
can adjust the fats to suit your 
particular need. 


800: GERMICIDAL SHAMPOO 

Q. We are interested 1 1 preparing 

a shampoo. The so is to con- 

tain cetyl trimethyl amonium bro- 

mide in a cationic or non-ionic base 
with a heather odor. Would 

you please send us a formula for a 


good product of this nature? 
H. V.S., Georgia 


A. You have a problem in produc- 
ing a shampoo containing cetyl t- 
methyl ammonium bromide. Non- 
ionic surface active agents are very 
poor latherers, and foaming is one 
of the criteria of a good shampoo. 
Cetyl trimethyl ammonium bro- 
mide is not an especially good 
foamer and tends to adsorb on the 
hairy shaft and not rinse out com- 
pletely. Numerous others have tried 
the idea of making a shampoo con- 
taining a cationic germicide. The 
principal drawbacks to such a sham- 
poo in the past have been failure to 
rinse out properly and poor lather- 
ing qualities. 
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Climbing trees and observation towers . . . looking 
through telescope and binoculars will not help you find 
the perfect scent for your particular product. But here's 
how you can find it: Set your sights on D&O... 
Here you will find more than 150 years of experience, extensive 
world resources, modern research and compounding laboratories, 
skilled master perfumers. Here, too, you will find myriads of new, 
exciting fragrances being created ... new and unusual 
perfumery materials being developed to meet new conditions, 
to solve new problems, to anticipate tomorrow's trends. Here, then, 
at D&O is where you will find the Profitable, the Correct, the Perfect 
scent for your product... and the happy solution to your most 
complex perfuming problems. Consult D&O. 


1X0) DODGE & OLCOTT, INC. 


ESTABLISHED 1796 . 
180 Varick Street - New York 14, N. Y. 
ATLANTA + BOSTON + CHICAGO + CINCINNATI + DALLAS + LOS ANGELES + PHILADELPHIA + ST. LOUIS » SAN FRANCISCO 
ESSENTIAL OILS « AROMATIC CHEMICALS « PERFUME BASES « VANILLA « FLAVOR BASES 
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What Causes Pattern Baldness? 


Histological study of human scalps exhibiting various degrees 


of non-specific baldness indicates that unusual physiological 


processes are at work for a time before baldness is evident 


AMOS E. LIGHT, M.A.* 


ARIOUS theories have been presented to explain 

the ordinary male or pattern baldness (non-spe- 

cific baldness) but actual scientific evidence to 
establish the accuracy of these theories has been some- 
what meager. Danforth" has discussed many of the gen- 
eral factors in his excellent review. Ratner? has presented 
numerous viewpoints on ordinary baldness and Lay- 
mon* has compared specific types of baldness. However, 
many questions remain to be answered. The investiga- 
tion described in the following report is an attempt to 
correlate the number of rairs in the crown section of the 
scalp with measurements made in an histological section 
of that area. 


EXPERIMENTAL PROCEDURE 


Tissue sections in the crown region of human 
scalps were obtained during autopsy shortly after death 
due to unnatural causes including many types of acci- 
dents and homicide. The tissues were taken from 
twenty-eight cases selected for differences in age, sex 
and color. The specimens were fixed in Zenker’s solu- 
tion and stored in 70 per cent alcohol. The number 
of hairs in a representative area on each sample was 
determined by counting under a magnifying glass after 
the hairs had been trimmed to a short length. The 
average was determined in both 2 and 3 mm. square 
areas and recorded as hairs per sq. cm. Histological sec- 
tions were then made and stained with hematoxylin 
and eosin. The thickness of the scalp including the fat 
layer and the thickness of the fat layer itself were both 
ascertained by measuring under a low power micro- 
scope by means of a caliper graduated to 0.1 mm. Both 
maximal and minimal values were recorded. The in- 
filtration of the connective tissue immediately under 
the fat layer into that layer was graded as to extensive- 
ness. Examples of this gradation are shown in Figure | 
which illustrates increasing amounts of infiltration. All 
of the above data of these selected cases are summarized 


® Wellcome Research Laboratories. Reprinted by courtesy of The Journal 
of Investigative Dermatology. 
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Fig. 1. a, b, c and d. Section of scalps Nos. 8, 12, 18 and 20B respec- 
tively, showing degrees of connective tissue infiltration into the fat 
layer. (< vc) a= none (O); b =slight (+); c—moderate (++); 
d — extensive (+++). 


in Table I. In two scalps values were recorded both in 
bald areas and in areas at the border of the crown 
region (Nos. 20 and 27 in Table I). 

As may be expected and predicted the number of 
hairs in the crown areas tend to decrease with age as 
is shown in a scatter diagram (Fig. 2). This is especially 
true in males after the late teen age and the early 
twenties, since pattern baldness very rarely appears be- 
fore this period; although the physiological processes 
leading to the losss of hair may be present but not evi- 
dent before this. ‘There seems to be little correlation 
between the number of hairs and the thickness of the 
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Fig. 2. Relationship between age and number of hairs per square 


cm, in crown region of scalp. 


scalp or the thickness of the fat layer when present. 
However, there is a definite trend to lack of hair when 
the connective tissue infiltrates the fat layer and de 
creases its volume in the region where the hair root 
grows (Fig. 3). Under higher magnification the normal 
fat layers can be seen to have a large capillary bed 
about the hair roots whereas the balder scalps have 
less fat areas and the blood vessels in the infiltered con- 
nective tissues have greatly thickened walls and smaller 
lumens (Fig. 4). 


DISCUSSION 

Any shrinking? of the histological sections during 
fixation in Zenker’s solution and subsequent standing 
in 70 per cent alcohol did not seem to affect the accu 
racy of the count of the number of hairs per sq. cm. of 
scalp area. The average count for the more or less 
normal scalp is about 130 hairs per sq. cm. and if it is 
assumed that there are 120 sq. inches in the uniformly 
covered surface the total would be about 100,000 hairs, 
the accepted number in the average scalp.° Actual 
counts on heads of living adults gave approximately 
the same figure but the counts from infants were some- 
what higher. It would appear then that the individual 
is born with a certain number of hair follicles and 
this number does not change during the life cycle al- 
though the area where they are located does enlarge. 
(See Table I.) This enlargement usually has reached 
the maximum by the early twenties due to cessation of 
skeletal growth. Undoubtedly, additional data is 
needed for more accurate interpretation. 

In recognizing the apparent correlation between 
number of hairs and age, it is well to appreciate that 
the decrease of hairs due to pattern baldness seldom 
occurs before the late teens or early twenties or later, 
and then it appears with varying degrees of intensity, 
but predominantly in males. Such age changes in hu- 
man skin have been reviewed by Hill and Montgomery.* 
Even more interesting is the relationship of hai 
growth to connective tissue infiltration into the fat 
layer, i.e. the layer where the hair root derives its nour- 
ishment or comes in contact with substances that affect 
its growth. The question arises whether this infiltra- 
incidental effect or the actual cause of de- 


tion is an 
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TABLE I 


Summary of scalp tissue measurements 





si NUMBER OF . i ss kG OF CON- 
ae SEX COLOR AGE HAIRS * R ‘era “4 on Pat | ‘Nrenive TISSUE 
Q. ¢ INFILTRATION} 
—|— =» 
mm mm 
1 F Cc 6 mo. foetus 212 2.8 1.8 O-+ 
2 M | C 8 mo. foetus 202 3.0 2.0 0 
3 F Cc 9 mo. foetus 198 3.6 2.3 0 
4 F W 12 days 146 2.4 1.2 
3.0 1.9 0 
5 M W 20 years } 215 2.7 1.4 | 0-+ 
6 M Cc 20-25 yrs. 115 5.9 i? 
| 6.0 2.0 $+ 
7 F Cc 25-30 yrs. | 128 5.6 3.3 0-+ 
8 F w* 26 years ; 199 6.5 4.2 0 
9 M Ww 26 years 112 3.4 1.0 
| 1.4 2.5 0-+ 
10 M W 29 years 121 6.0 2.5 ++ 
11 M W 30 years 49 | 6.0 3.0 
SS i 38 0-+ 
| 
12 M Ww 34 years 115 | 6.1 2.8 
6.5 3.5 + 
13 F W 35 years 143 5.1 2.3 
| 5.4 2.6 0-+ 
14 M  @ 37 years | 156 7.6 4.3 0-+ 
15 M C 37 years | 14 | 6.0 2.8 +-++ 
16 F W 10-50 yrs. 144 §.2 3.4 
5.0 2.2 + 
17 F W 10* years 138 5.1 3.3 0-+ 
18 M Cc 41 years 109 1.6 2.9 +--+ 
19 M Ww 45+ yeurs 134 1.8 2.0 + 
20§ M Ww 50 years M4 3.6 1.5 + 
20B M W SO years | 0 3.5 1.6 ob oe 
21 M W 52 years 100 2.9 ie + + 
22 M Cc 55 years 7 1.6 1.4 tof fp 
23 M Ww 58 years 135 5.4 3.6 0-+ 
24 M W 60* years 147 +.6 2.6 0 
25 M Ww 60 years 114 4.2 1.4 
4.2 2.5 0-+ 
26 M WwW 60-70 yrs. 74 3.3 1.0 
3.3 1.8 +++ 
27§ M WwW 70* years 111 4.0 2.2 
3.2 i 0-+ 
27B M Ww 70* years 32 4.0 1.8 
5.5 2.7 ++ 
73 years 73 7.0 4.2 0-+ 


28 M Wt 


* Puerto Rican. 

t Russian, 

t Connective tissue infiltration graded on 0 to +++ seale, 0 representing no infiltration, 
§ Samples taken at border of crown region 


creased hair growth. If the latter is true, then what 
factors govern the extent of infiltration? Young’ has 
discussed the problems of atrophy of the fat layer and 
pressure ischemia. Hamilton’ has provided evidence 
that the male hormone incites baldness al- 
though it has not been shown whether this action is 
directly on the hair root or indirectly by altering the 
surrounding tissues. Other hormones also appear to 
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Fig. 3. Relationship between infiltration of connective tissue and 


number of hairs per square cm. in crown region of scalp. 
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Fig. 4.a and b.—Section of scalps Nos. 25 and 3 respectively, showing 


S 


capillary beds (x 430). ¢ and d.—Sections of scalps Nos. 26 and 27b 


respectively, showing infiltrating tissues, (>< 100) 


exert their influence as described by Gardner® 
Butcher'®, Ralli and Graef!' .and Whitaker and 
Baker'?; but the mode of action is still to be eluci- 


dated, There is also need for more information to sup- 
plement the work of Snyder and Yingling'’ which 
deals with heredity factors that appear to influence 
baldness. The rate of blood flow through the fat layer 
has also yet to be studied. 

If it is assumed that in restricted areas certain un- 
usual physiological processes are at work for a time 
before actual baldness is evident, the measurement of 
these processes would be very helpful in predicting 
baldness and might lead to preventive measures. With 
this thought in mind data on hair root strength are be- 
ing accumulated from different scalp regions in teen 
age school children—somewhat similar to the method 
used by Ottoe'* while working in Basler’s labora- 
tory. This work will of nec essity be continued for sev 
eral years before results may be correlated with tend- 
ency to baldness. Undoubtedly other forms of measure- 
ments will be devised in the future to predict pattern 
baldness, 


SUMMARY AND CONCLUSIONS 

In the histologic examination of human scalp tissues 
an apparent relationship was found between the num- 
ber of hairs and the age of the individual and also the 
amount of infiltration of connective tissue into the fat 
layer surrounding the hair roots. This infiltration, 
whether originated by hormonal, nutritional or other 
factors, may be the immediate cause of pattern bald- 
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ness or it may be only an incidental effect that accom 
panies loss of hair due to direct action of the above 
factors on the hair roots. 
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Over Half of Grocers Sell Cosmetics 
ROCERS in the United States are rapidly becom- 
ing an important source for the distribution of cer- 

tain cosmetics. Dentifrices are now stocked in 68 per 
cent of the grocery stores; shampoo in 62 per cent and 
hand lotion in 43 per cent, according to the National 
Retail Audit Service of the Industrial Surveys Co. Gro- 
cery store distribution of these cosmetics is highest in 
the West and is relatively low in the Northeast. The 
smallest stores and those in the smallest city size group 
stock these products most heavily. The first client of the 
Industrial Surveys Co. for this service was the U.S. 
Dept. of Agriculture largely because it is the only ex- 
isting retail store service of its kind which has been ac- 
cepted by the statistical section of the Bureau of the 
Budget. No attempt was made to secure sales data but 
merely to report store distribution and inventory con- 
ditions. Results are shown in the table. 


Per Cent of Stores Stocking by Region 


U. S. North North Mt. & Pac. & 
Total East South Central S&S = L.A. 
Dentifrice 68.2°% 43.4°% 87.4% 70.19% 88.2° 75.6% 
Shampoo 61.6 42.0 67.8 69.0 84.0 71.1 
Hand Lotion 46.7 24.8 60.0 45.5 75.8 60.7 
Per Cent of Stores Stockiny by Store Size 
$500,000 $100,000- $ 50,000- Under 
& over 500,000 100,000 $50,000 
Dentifrice 43.6% 55.7% 62.1% 72.1% 
Shampoo 46.7 57.7 58.4 63.2 
Hand Lotion 42.7 47.4 47.2 46.5 
Per Cent of Stores Stocking by City Size 
500,000 50,000- 5,000- Under 
& over 500,000 50,000 5,000 
Dentifrice 24.0% 53.1% 75.0% 86.1% 
Shampoo — 25.2 48.2 70.4 74.8 
Hand Lotion 11.5 35.0 47.9 62.9 


Simplify Your Discount Schedules 
I IS a tremendous task for wholesalers, their salesmen 
and retailers to keep abreast of the many available 
bonus goods and uantity discount schedules. Most of 
them feel they don’t have the time to learn the details 
of complicated buying inducements and, as a result, 


such buying inducements do not work effectively.— 
Wayne Luther 
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Too Strict Regulation 


TTHE Federal ‘Trade Commission and the Food and 

Drug Administration have been unnecessarily rigid 
in their standards of advertising cosmetics and drugs, 
more rigid than is required for the protection of the 
public and with the possible disadvantage also of pre- 
venting much of the logical development of both in- 
dustries, Hugo Mock, counsel for the Toilet Goods 
Assn. pointed out in an address before the recent meet- 
ing of the Food, Drug & Cosmetic Section of the New 
York State Bar Assn. 

He pointed out that he did not plead for less rigorous 
standards in judging what may be properly marketed 
in cosmetics or drugs; and that both governmental 
agencies are to be commended for their vigilance in 
preventing the circulation of harmful drugs and cos- 
metics. 

Some of the rules that apply to political publicity 
are current in the government attitude toward cos- 
metic advertising. You may promise a new heaven and 
earth provided your language is general and not spe- 
cific. Thus, the courts have lent their sanction to the 
use of the word “ideal” and to the word “miracle,” he 
pointed out. In an attempt to make them sufficiently 
all-inclusive writers of our statutes use language so gen- 
eral that it is difficult to comply with the law. As an ex- 
ample he cited the Sherman Anti Trust Law, which de- 
clares that every contract in restraint of trade or com- 
merce is hereby declared illegal. Literally this 
statute is violated thousands of times every day. To 
make the act workable the courts have read into it a 
rule of reason. Similarly there should be a rule of rea- 
son in the interpretation of the Food, Drug and Cos- 
metic Law and the Wheeler-Lea Act. 

It is difficult to fight either the Food & Drug Admin- 
istration or the Federal Trade Commission if it has a 
set policy and for that reason many a samll manufac- 
turer who has not the will or resources to fight the 
Federal Trade Commission has entered into stipula- 
tions which were not only unfair but untrue. In sup- 
port of this he cited a stipulation restraining a_per- 
fumer from referring to his products as Flower Oils or 
through the use of the name of a flower or by the 
words Flower Oils in connection with a flower name 
to imply that the products have been compounded 
from the true oil of flowers when in fact such is not 
the case. In the first place, Mr. Mock pointed out, there 
are many floral names used for perfumes where the 
particular flowers have no odor at all such as the 
daisy. Then there are floral odors where it has been 
impossible to use the natural flower in the manufac- 
ture of the odor such as lily of the valley. Then there 
are other odors which are blends and which may have 
a number of floral constituents but where the prevail- 
ing note is that of a single flower. Actually the pur- 
chaser of perfumes is never interested in the chemical 
or natural constituents of perfume but only the odor. 
If the FTC were to carry out the form of labelling sug- 
gested in the stipulation it would immediately render 
all perfume labelling chaotic and confusing to the 
public. 

Another stipulation cited by him restrained a_per- 
fumer from representing that his perfumes represented 
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exotic fragrances of tropical flowers from Hawaii. First 
of all there is no standard fragrance which would rep- 
resent the Hawaiian flowers as many flowers grow 
there. Technicians in the essential oil field could re- 
produce the exotic fragrance of flowers from Hawaii 
in their laboratories in New York better than could be 
done in Hawaii. Other stipulations which seemed un- 
duly harsh were cease and desist orders against the use 
of the term “anti-acid”; one that said the preparation 
will smooth out lines, will correct signs of age or im- 
perfections or will give one a clear complexion; and 
one representing that respondent’s product penetrates 
the skin inducing a natural lubrication of the skin. “I 
do not know what a natural lubricant of the skin is al- 
though I do know that people have annointed them- 
selves with oils of some kind for thousands of years and 
I do not think that the use of favorite oils such as coco- 
nut oil has been entirely useless,” Mr. Mock added. 

One direction in which Mr. Mock felt that the FDA 
and the FTC are wrong in their approach to advertis- 
ing in the field of cosmetics and drugs is that they in- 
sist on a 100 per cent standard if articles are advertised 
for a specific purpose, a standard which it is impossible 
for any article to reach. Thus for many decades qui- 
nine has been known as a specific for malaria but it 
does not cure anything like 95 per cent of the cases. 
‘There is not one athlete’s foot but five different dis- 
eases masquerading under that generic name just as 
there are dozens of skin conditions called eczema. Un- 
der the present rules enforced by the governmental au- 
thorities it seems that it is unlawful to mention any 
particular disease on a label or in advertising unless 
the article can cure all cases of that disease, which is 
impossible. “If the advertising is entirely truthful and 
mentions its limitations’ Mr. Mock commented, “I be- 
lieve the opportunity should be given to acquaint the 
public with the virtues of an article even if it is not re- 
active in all cases.” A certain amount of free speech 
must go with free enterprise. The advertiser of drugs, 
foods and cosmetics should be permitted a reasonable 
approach to the problem similar to what is legal and 
proper in advertising other commodities. Finally Mr, 
Mock concluded it might be better to turn back the 
supervision of advertising of drugs and cosmetics to 
the FDA. 


Point of Sale Selling 


"THE tendency of retailers to hold inventories down 

so closely that sales were lost because customers 
could not find the right color, size or style was deplored 
by Beardsley Ruml, economist, in a recent address be- 
fore merchandise managers and notions buyers of de- 
partment stores. 

He pointed out that purely statistical controls are 
not realistic from a merchandising point of view as to- 
day’s customers demand complete assortments. To 
make sure that conditions at the point of sale result in 
maximum efficiency he suggested independent checks 
with the results channeled directly to store officials. 
Such checks are not really added expense since stores 
which do not have a good system of evaluating point of 
sale efficiency are already paying in lost sales, mark- 
downs and dissatisfied customers. 
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Materials Developed by Research 





A comprehensive review of the progress made in re- 


search in the field of essential oils, aromatic chemicals, 


resins and other raw materials during the past year 


PAUL Z. 


UDGING from reports appearing in the Chemical 

and Engineering News Annual Review', there has 

been a slight drop in the employment figures of the 
chemical and allied industries. On the other hand, an in- 
crease in wages and a buyers’ market have resulted in the 
expenditure of larger sums for research and the develop- 
ment of new products. A similar situation exists in the 
aromatics industry. 


NATURAL PRODUCTS STILL NEEDED 

Ihe perfume industry is relatively small when com- 
pared with some of the other industries dependent on 
organic chemicals. It is therefore not surprising that al- 
though considerable research has been done in our field, 
there have been no spectacular developments such as 
those reported for example in the field of pharmaceuti- 
cals, dyes and detergents. We have not yet reached the 
point where we can get along without the use of natural 
products, as in the case of the rubber industry, although 
developments in chemical science indicate that it may 
be possible to produce on an industrial scale many 
of the perfumery isolates which are now obtainable only 
from natural essential oils. As in the past, such develop- 
ments depend largely on economic factors and it is too 
early to make any predictions along these lines. 


THE ODOR RIDDLE 

\s in previous years, many articles of interest have ap 
peared in connection with the perception of odor, its 
nature and classification, yet all these efforts may be 
fruitless until a method is found for the physical meas- 
urement of odors independent of the human factor. 
Since this has been accomplished in the realm of sound 
and light, we may hope for a similar solution of the odor 
problem. In the meantime, the investigations being made 
at present should be of value in solving the odor riddle. 


SMELL SENSE DEFICIENCY 

Interesting work has been done in studying smell sense 
deficiency in individuals. It was found that about one 
per cent of the people tested were deficient in odor per- 
ception and this deficiency, like color blindness, varied 
with different individuals." Similar results were reported 
in another study.? A general study of odor, including the 
relation of molecular structure and odor, classification 
and measurement of odor, the physiology and psychology 
of olfaction, appeared in a recent publication.* Anothei 
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Great progress has been made in the field of odor classification. 


article deals with the relation between the chemical 
structure and odor of aromatic chemicals.* A new theory 
on odor has also been advanced.’ The well known 
Crocker classification of odors has been applied to 244 
aromatic chemicals and 115 natural essential oils,® 

Writing about perfumes is a rather difficult task re- 
quiring a thorough knowledge of and experience in per- 
fumery, coupled with the ability to express ideas in a 
logical manner. This has been ably done by Morel in his 
articles under the heading of “Component Balance in 
Perfumes”? and “Top Notes in Perfumery.’® Another 
article on the subject deals with the complexities in- 
volved in matching perfumes.® 

Of equal interest to the perfumer is a discussion of 
individual perfumes illustrated with formulas. A recent 
article describes rose odors in detail as well as the proper- 
ties of the natural oils and methods of compounding syn- 
thetic rose odors.*° Another article discusses a number 
of perfume compositions including rose, violet, sweet 
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pea, narcissus and hyacinth."! A third article deals with 
the characteristics of the perfume of magnolia.'* 


LARGEST USER OF PERFUMERY MATERIALS 

The soap industry is the largest user of perfumery ma- 
terials. It requires odors which are not only pleasant and 
suitable for soaps but possess the necessary stability. An 
interesting and authoritative paper has appeared on the 
subject of discoloration in cosmetics and soaps caused by 
perfumery ingredients! and another article discusses the 
relative stability of perfumery aromatics.'* Various fac- 
tors affecting the stability of perfumes, such as air and 
light, were considered in a recent paper.'® 


ANALYTICAL METHODS 


Essential oils are very complex substances and in many 
cases special methods are necessary for their examination, 
In view of the limitations of established procedures, it is 
not surprising that new methods are continually pro- 
posed for improving special analytical methods. 

A comparative examination of three methods for de- 
termining linalool in cayenne linaloe oil has been made. 
Both the acetyl chloride and acetic anhydride-formic 
acid methods were found to be reliable, while acetic an- 
hydride in xylene gave low results.'® The hot hydroxy- 
lamine method has been found to be reliable for the 
determination of methone in mint oils, and specific di- 
rections have been given for its determination.’* Alde- 
hydes in essential oils are determined by the hydroxyla- 
mine hydrochloride method using 60 per cent alcohol as 
solvent.'* Two methods were described for the determina- 
tion of aldehyde content of odange oil.1** A study was 
made of the assay of ascaridole in chenopodium oil by 
the potassium iodide method.'® Ultra violet and infra red 
absorption spectra of escaridole were given in a recent 
publication.?® A method was given for the determination 
of essential oils in orange flower water based on chromic 
acid oxidation.'*” A very excellent review of recent de- 
velopments in analytical methods as applied to essential 
oils and perfumery synthetics appeared in Analytical 
Chemistry.*° 


IRONE AND IONONE 

Naves and others are showing continued interest in the 
study of the various isomers of irone and it is to be hoped 
that before long it may be possible to manufacture com- 
mercially the isomer with the characteristic odor of irone 
obtained from orris. The ultra violet spectra of alpha 
and beta irone derivatives have been found to be practi- 
cally identically with those of alpha and beta ionone.?! 
The absorption spectra of 2, 4-dinitrophenylhydrazones 
of citrals and ionones have been studied.22 A number of 
derivatives of tetrahydroirones have been prepared.,** 
The cis (2, 6)-d-gamma irone gave a 4-phenylsemicarba- 
zone having a m. p, of 178-179.° *4 

The ultra violet absorption spectra of various irones 
in iso-octane solution have been reported.*° Syntheses of 
irone isomers employing the Diels-Alder reaction have 
been carried out.*°, 7 Additional data published in con- 
nection with the study of various isomers of irone in- 
cludes the absorption spectra of the 2,4-dinitrophenyl- 
hydrazones of ionones and irones,?* the semicarbazones 
of irones,*® the thiosemicarbazones of various irone iso- 
mers,®*° and the Raman spectra of irones and their deri- 
vatives.®! 


202. March, 1950 


Naves proposed the following nomenclature for the 


various alpha irones.*? 


har a 
HC \ cu co HE. / \ AK, 
c CH CH “CH c CH ‘cH 
H’| | 3 H’ 
H.C c HL C co 
; \ 7 ‘cH, oh, fi cu, cH, 


Neo Alpha Irone 
cis(2,6), trans(2!,27)— 
alpha irone 


CH 

Alpha Irone 

cis(2,6),cis(2!,27)— 
alpha irone 


Pe a 
a a S\N 
oe CH cH cH, : cH ‘cn 
H,c | H,c~ | | | 
H, .. HC q 
\ Ww me %\ J “cu, “CH, 
cH cH 


Neoiso Alpha Irone 
trans (2,6) trans 
(2'2?)—alpha irone 


Iso Alpha Irone 
trans (2,6) cis 
2',2*)—alpha irone 


There are thus four alpha irones which are geometri- 
cal isomers of each other, Similarly the gamma irones 
possess four isomers and the beta irones two isomers. It 
should be remembered that irone possesses two assyme- 
tric carbon atoms and thus each is capable of existing in 
four optically active forms. 

A micromethod of ozonolysis of the valuable gamma 
irone has been developed.** 

It is interesting to note that oil of costus contains 
d-alpha ionone, cis-dihydroionone and beta ionone.** 
Various hydrogenation products of ionone and _ their 
configuration have been reported.*® ** Some ionone 
derivatives, notably 5-keto-cis-tetrahydroionone have 
been isolated from the urine of pregnant mares. ‘Their 
formation is thought to be due to the degradation ol 
carotenoids.** ‘Two studies report the formation of de- 
hydroionones by treatment with bromosuccinimide.** *° 
The correct melting point of beta ionone semicarbazone 
has been reported to be 161.5°*° and of alpha ionone, 
186.5°.4! 

The successful manufacture of vitamin A has resulted 
in very active interest in beta ionone. Pure beta ionone 
has been prepared by selective adsorption on sodium 
aluminum silicate.*? Various analogs of beta ionone have 
been prepared and their properties studied.** Analogs of 
dihydroionone have also been prepared*! and it has been 
found that 1-(3,5-dimethylcyclohexyl)-1-buten-3-one (1) 
has a non-floral woody odor, 1-(2,3-dimethylcyclohexy])- 
1-buten-3-one (IT) has a strong but non-floral odor, where- 
as 1-(2,2,3-trimethylcyclohexyl)-1-buten-3-one (IIT) has a 
strong floral odor which is different from that of the io- 
nones. 


SESQUITERPENES 

With the appearance of commercial farnesol and nero- 
lidol obtained from natural sources, interest has been 
revived in these two valuable perfumery compounds. 
The production of nerolidol from M. pereira has been 
discussed by Naves.*® Nerolidol has also been found to 
occur in Melaleuca viridoflora.*° A review has been pub- 
lished on the commercial nerolidols and farnesols and 
their syntheses.‘? Farnesal has been obtained from nero- 
lidol through chromic acid oxidation*’ and the synthe- 
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ses of this compound have been reviewed.** Farnesyli- 12. Wells, Soap, Perfumery & Cosmetics, 22, 711 (1949). 

I - © F es) | 13. Huttleston, Proc. Sci. Sect. Toilet Goods Assoc., 11, 29 (1949). 
dene acetone was obtained by treating nerolidol and 14. Reumele, Perfumery Essent. Oil Record, 40, 86, 115 (1949). 
) ' 5 
l 
1 


. . » . . 7 5. Bergwein, Seifen-Ole-Fette-Wachse, 74, 305 (1948). 
acetone with aluminum isopropylate and its cyclization 6. Hoffmann and Maffei, Inst. pesquisas tecnol., 196, 93 —1947). 


. alc . 5 . Hoffman, Anais assoc. quim. Brasil, 7, 200 (1948). 
products were also studied."° 18. Ramachandra Rao, J. Sci. Ind. Research, 7B, 166 (1948). 
PEE, ane " — . . » . — : . . ; 18a. Hoffman, Inst. pesquisas tecnol., 196, 6 (1947). 
Phere has been continued interest in the study of 19. Halpern, J. Am. Pharm. Assoc., Sci. Ed., 37, 465 (1948). 
azulenes. The azulene obtained from oil of elemi was 19a, Szmant and Halpern, J. Am. Chem. Soc., 71, 1133 (1949). 


19b. Deshusses, Pharm. Acta Helv., 22, 208 (1947). 


found to be identical with the vetivazulene of Pfau and 20. Guenther and Langenau, Anal. Chem., 21, 202 (1949). 
. 61 " ‘ . . 21. Naves and Ardizio, Helv. Chim. Acta, 31, 1427 (1948). 
Plattner.5! The distribution coefficients of various azu- 22. Naves and Ardizio, Helv. Chim. Acta, 31, 1926 (1948). 
° ® ° no y © 2 . 4 F B i . 7 g Ds 
lene in different solvents were studied.®? Various poly- Se Neve an soar fipasy, 
cyclic azulenes were synthesized by Treibs and compared ee ee eee nae 196m 
with natural verdazulene.®* The same author also reports 27. Naves, ibid. 2256 (1948). 
si > < cn aa @ I i 28. Naves and Ardizio, Helv. chim. acta, 32, 1228 (1949). 
the synthesis of 1,2-benzazulene.** The synthesis of 4,5- 29. Naves, ibid. 1230 (1949). 


30. Naves and Bachmann, ibid. 599 (1949). 


benzazulene has also been reported by other workers.*° 31. Naves and Bachmann. ibid. 394 (1949). 
ae ype as sa ct alice 32. Naves, ibid. 969 (1949). 
In continuation of his studies on the santalol series, 33. Naves. ibid. 1151 (1949). 
i acl ca <a ses of santalenes. santa- 34. Naves, ibid. 1064 (1949). 
Bhattacharyya gives the syntheses of santalenes, santa ee ee sediele iad, 606 (1949). ; 
lols and various degradation products of santalol. A new 36. Prelog and Frick, Helv. Chim. Acta, 31, 2135 (1948). 
. , oe 37. Prelog, Fuhrer et al. ibid. 1799 (1948). 
synthesis of santenone has been reported.*? 38. Buchi et al., Helv. Chim. Acta 32, 39 (1949). 
” = . . . : . . 39. Karrer and Ochsner, Helv. Chim. Acta 31, 2093 (1948). 
Experiments are being carried out with the view of 40. Naves and Bachmann, Helv. Chim. Acta 32, 966 (1949). 
: i —aditeneene 88 "The nal P enant a 41. Naves and Bachmann, ibid. 605 (1949). 
synthesizing cadinene.** The synthesis of various alkyl 42. Distillation Products, Inc., Brit. Pat. 621,412, Apr. 8, 1949. 
¢ -adalenec ¢ e “e ‘ted 59 | * 43. Heilbron et al., J. Chem. Soc., 737 (1949). 
naphthalenes (homocadale nes) has been reported. An Se errno ate De ee Chom Sec, 71, 17Fi (1949). 
other worker describes the synthesis of zingiberone and 45. Naves, Perfumery Essent. Oil Record 39, 280, 297 (1948). 
Re . " , ‘ . . : e = 16. Penfold et al., Perfumery Essent. Oil Record 39, 141 (1948). 
zingiberene.®° Various compounds with structures simi- 17. Naves, Soap, Perfumery & Cosmetics 21, 1119 (1948). 
iat . 5 sate sei : ; a 48. Stoll and Commarmont, Helv. Chim. Acta 32, 1356 (1949). 
lar to zingerone have also been synthesized and their 49. Moncrieff, Soap, Perfumery & Cosmetics, 22, 1006, 1018 (1949). 


50. Zobrist and Schinz, Helv. Chim. Acta 32, 1192 (1949). 

. Sorenson and Hougen, Acta Chem. Scand. 2, 447 (1948). 
. Plattner et al., Helv. Chim. Acta 32, 574 (1949). 

. Treibs, Naturwissenschaften, 33, 371 (1946). 

4. Treibs, Chem. Ber. 81, 38 (1948). 

. Nunn and Rapson, J. Chem. Soc. (1949), 1051 

3. Bhattacharyya, Science and Culture 13, 158 (1947). 

. Mukherji, Science and Culture 13, 258 (1948). 

. Ibid. 163 (1947). 

CH, 59. Dev. J. Indian Chem. Soc. 25, 315 (1948). 

60. Mukherjee, J. Indian Chem. Soc. 25, 155 (1948). 

60a. Berlin and Sherlin, Zhur. Obshchei Khim. (J. Gen. Chem.) 18, 


taste properties studied."°* °°” 

The following structure has been assigned to carotol 
as a result of a number of studies on its chemical re- 
actions.®° 
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al | 60b. Ibid. 19, 569 (1949). 7 alte 
60c. Sorm and Herout, Collection Czechoslov. Chem. Communs. 13, 17 
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c CH, 61. Pearl and Beyer, J. Am. Chem. Soc. 71, 1066 (1949). 
| 62. Pearl. J. Am. Chem. Soc. 71, 2331 (1949). 
C-OH 63. Pearl to Sulphite Products Corp. U.S. Pat. 2,446,606, Aug. 10, 1948. 
64. Ibid. U.S. Pat. 2,458,295, Jan. 4, 1949. 
H‘C CH 65. Institute of Paper Chemistry, Brit. Pat. 621,198, Apr. 6, 1949. 
3 S 4 66. Blankart to Hoffmann-La Roche, Inc. U.S. Pat. 2,449,364, Sept. 14, 
1948. 
; 67. Roche Products Ltd. Brit. Pat. 615,772, Jan. 11, 1949. 
VANILLIN 68. Adler and Haggroth, Acta Chem. Scand. 3, 86 (1949). 
Year] j i i i ie anillin ; anilli 69. Bohnsack, Z. Lebensm.-Untersuch. u.-Forsch 89, 162 (1949). 
I earl IS continuing his studies on vanillin and vanillic 70. Katz et al. Proc. Conf. on Cultivation Drug and Assocd. Econ. Plants 


acid, Numerous esters olf vanillic acid were prepared” Call. vo) ee as Wiceees, Cait, es 10 ta eee 
and the ultra violet absorption curves of many esters and 
other derivatives of vanillin studied.** Two patents de- 
scribe the preparation of vanillic acid from vanillin.** ° 
On treating vanillin with alkali in presence of silver, 
vanillic acid and vanillyl alcohol is obtained.®* 

The application of ion exchange resins in the chemi- 
cal industry is increasing. ‘Two recent patents describe 
isolation of vanillin from sulfite waste liquor by absorp- 
tion on an ion exchange resin.®* ° 

Various other articles appearing in the literature deal 
with the formation of vanillin from lignin®* the quanti- 
tative isolation of vanillin from complex mixtures by 
means of bisulfite,*® and the preparation of vanillin from 
Californian Yucca breviofolia.?® A brief review on vanil- 
lin has also been published."! 
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Package Designing Check List 


HE following check list for package designing was 
presented at the Tenth Packaging Clinic where it 
was the subject of a favorable discussion because of 
its terseness and completeness. 
1. What is the nature of the product to be pack- 
aged? 
a. New Product? b. New Service? 
c. Old Product? d. Old Service? 
2. How many uses has it? 
3. Are there any special sales angles? 
1. Which is the best appeal? 
How much consideration does a consumer give 
to pricer 
6. Does the sale of the product depend upon dis- 
play efficiency? 
7. Is the product superior to similar products on 
the market? 
8. What competitive brands already occupy the 
field? 
9. How are competitive products packaged? 
10. What is the strength of each? 
11. How is the product packaged at the plant? 
12. What are the habits, the likes and the prejucices 
of prospects in relation to the product? 
13. What are shelf conditions? 
a. Advantages b. Disadvantages 
14. Which deo retailers prefer: 
a. The “lie-down” package? 
b. The “stand-up” package? 
15. How will the package be seen? 
a. From a distance? 
c. Above the eye level? _d. Below the eye level? 
16. In what way does the size and type of package 
affect storeroom procedure? 
17. What consideration should be given to the con- 
struction of the package to withstand: 
a. Damage in handling? 
b. In piling or stacking? 
18. What objectives should be sought in making 
changes? 
19. Which type of package is the most efficient or 
economical? 
20. What objectionable features existing in similar 
packaged products should be eliminated: 
a. In their size? _—_b. Storing? 
c. Display? d. Put-up? 
21. Should the package change be made gradually 
or rapidly? 
Will a different shaped package: 
a. Ship better? 
b. Stack to more advantage on the retailer’s 
shelf? 
23. In what way can package re-design make savings 
possible? 


b. At close eye range? 


24. Will the package be subject 
a. ‘To casual observation? 
b. ‘To continual observation? 
c. To close-up study? 

or 


25. What feature in the product or service will in- 
terest buyers? 

26. Can the package visualize the product to tell the 

buyer what he or she wants to know without the 

need of questioning the clerk? 
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27. Can the package be so designed that the con- 


sumer has no difficulty in getting at the contents? 

28. To what extent can the package make the con- 
sumer part of the purchase? 

29. Can the package be designed to promote profit- 
able sales? 

30. How may sales be increased through improved 
design? 

31. How much money can be spent? 

32. Will the package have pre-selling through ads or 
must it do its own selling at point-of-sale? 





Real Need for Fair Trade 


S of now the public knows little or nothing about 

the real need for fair trade laws. Unless the average 
housewife knows as much about price bait sales as any 
retailer, she is likely to believe the double talk argu- 
ments against fair trade. 

The only answer to these attacks on fair trade is to 
let the women know the truth about price bait stores, 
how they operate, and how they make big profits in 
spite of their loud offers to sell below cost. Not until 
they learn what goes on in such stores, will they under- 
stand why price bait merchants hate fair trade laws, 
and why they are needed to protect the public from 
unfair methods. 

We know that this “truth treatment” works. We saw 
it work in Southern California in 1931 when price bait 
stores of that area had demoralized the market for 
every well known product. Even when manufacturers 
of the footballed products had exercised their right to 
refuse to sell, these price bait stores continued to ad- 
vertise any item whether they had adequate stock or 
not. 

There was no fair trade law in any state at that time. 
The only answer was to tell the public the truth, and 
it was done in a campaign sponsored by the Lambert 
Co. It gave the public a short course in how to run a 
price bait store without losing money.—John W. Mc- 
Pherrin. 





Cosmetic Excise Tax Collections 


Tax collections for the twelve months sending Decem- 
ber, 1949 are: 


1950 1949 1948 
January 9,836,052 9,648,063 10,371,512 
February 12,984,776 12,290,714 
March 6,796,181 6,927,991 
April 6,913,884 6,927,991 
May 6,983,445 6,660,851 
June 7,625,450 7,283,509 
July 6,776,881 7,332,070 
August 7,807,221 7,506,518 
September 6,859,446 6,890,757 
October 6,760,409 6,335,804 
November 7,738,779 6,872,541 


January 7,312,007 8,079,746 
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Problems in Perfuming Cosmetics 


Why the standards of safety, effectiveness, aesthetic appeal, stability 


and economy must be met . . . What to consider in perfuming 


depilatories, cold waving products, cream rinses and antiperspirants 


EVERETT G. 


HERE is little doubt that per 
fumery plays a most important role 
in the creation, development and 

marketing of cosmetics. That the cos- 

metic chemist this role is 
shown by the large segment of time that 
was spent at the recent meetings of the 

Society of Cosmetic Chemists and the 

Scientific Section of the Toilet Goods As- 

sociation. At least half of each of these 

meetings was devoted to perfume prob- 
lems. 


is aware of 


In my research programs on cosmetics, 
I usually set up five standards. I will 
briefly consider perfume in cosmetics 
from the standpoint of these five standards, which are 
safety, effectiveness, aesthetic. appeal, stability, and 
economy. They are not named in order of importance 
because without any one of them a product could not 
be marketed. Also, it is impossible not to have an over- 
lapping. 

|. Safety. The problem of systemic or local damage 
resulting from contact of the skin with a medium carry- 
ing a perfume has always been with us in the cosmetic 
industry, but we have never been so conscious of it as we 
have in recent years. There are several reasons for this. 

Perhaps the most important one from the perfume 
standpoint is the larger use of synthesized materials in 
place of the naturally occurring essential oils. I realize 
that this statement probably will provoke considerable 
criticism among the synthetic organic people against the 
natural oils. My own experience has shown that the 
larger the number of synthetics, the more chance of ir- 
ritation. . 

The second reason is that perfumes now are placed 
in such a great number of cosmetic vehicles. As these are, 
of themselves, potential irritants, they carry the possi- 
bility of placing the skin in a more sensitive state so that 
the perfume then could cause irritation. 

The third consideration under safety is the question 
of allergy. Although we may recognize that allergy is 
peculiar to the individual, nevertheless a product that 
has low instances of allergy or low allergy manifestation 
on the sensitive person will outsell all other types. Thus, 
the perfumer today is confronted with the problem of 
possible allergic responses; this again, however, may 
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Dr. E. G. McDonough 


Ph.D. 


occur in certain types of vehicles only. 
The Food and Drug Administration and, 
to a certain extent, the Federal Trade 
Commission are becoming increasingly 
interested in the possible damages that 
can be done by perfumes. It always has 
surprised me that such emphasis was 
placed on certification of colors at the 
various hearings before the passage of the 
Food, Drug & Cosmetic Act, whereas cer- 
tification of perfume materials was not 
considered and probably will never be a 
requirement of the law. 

2. Stability. Stability is very closely as- 
sociated with safety because often the 
product when freshly made is safe for use, but, while 
standing, develops within itself reaction products that 
can be extremely injurious. Thus in stability we are con- 
cerned with: (a) the effect of the perfume material on the 
product; and (b) the effect of the product on the per- 
fume material. It was interesting to note that these two 
problems were considered in the papers presented at the 
recent meeting of the Scientific Section of the Toilet 
Goods Association. Mr. Wellenkamp' stated in his paper 
that examination of a great number of creams, lotions, 
and powders that had been on the market for indefinite 
periods of time proved the necessity of a serious study of 
the question of stability; further, “Many millions of dol- 
lars are expended each year in perfuming cosmetics and 
surely much of this is wasted if the fragrance is not 
present at the time the product is used by the ultimate 
consumer. 

The duPont trio, Pantaleoni, Shanks, and Valentine,’ 
stated that a shampoo, whether cream or clear, can have 
its stability destroyed by the use of certain perfume oils. 
As they put it, “The perfumer should, therefore, care- 
fully test perfume oils containing appreciable percent- 
ages of the suspect ingredients for the effect on the 
stability of shampoos.” Further, “The discoloration ef- 
fects developed by the ingredients tested were those 


© Dr. McDonough is a perfumer. He took his doctor’s degree in the study of 
a perfume problem, “Investigations in the Autoxidation of Aldehydes Used in 
Perfumery.” He has been actively associated with the industry for 22 years. 


1. Wellenkamp, Carl K., “Fragrance Stability of Cosmetics with Especial 
reference to the Acetals”, Proc. Sci. Sect. Toilet Goods Assn., #12, December, 
1949, p. 20. 


2. Pantaleoni, R., Shanks, J. A., 
Sulfates for Shampoo”’, Ibid., p. 9. 


and Valentine, E., “The Fatty Alcohol 
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generally occurring in alkaline media. Off-colors were 
given by vanillin, eugenol, methyl anthranilate, patch- 
ouly, bergamot, citral and phe nylacetaldehyde.’ Some 
perfume oils are so powerful in their ability to destroy 
an emulsion that they are actually used in testing the 
stability of an emulsion, as witnessed by the use of ter- 
pineol for the destruction of water-in-oil emulsions made 
from absorption bases. Even in long-established lines of 
products we see lack of stability of odor, resulting 
products that do not smell at all like the original item 
that was placed on the market. 





Odor is Added. 


It Certain Stages in Processing the 


3. Aesthetic Appeal. Vhis, in turn, ties in with safety 
and stability because a product that smells very nice 
and is very appealing when fresh, might develop defi- 
nite off-notes during marketing. The development ol 
these is not due entirely to the composition 
of the product but may be due to unusual storage con- 
ditions, packaging materials, or other factors not antici- 
pated in the laboratory evaluation of the aesthetic ap- 
peal of the product. Of course, the inclusion of a per- 
fume oil often affects the aesthetic appeal of the prod- 
uct by changing its form or consistency or color, In 
other words, the inclusion of a perfume to give a pleas- 
ing odor may change the viscosity of the product 
enough to make it disagreeable to use or may react with 
pastel coloring materials to give off-colors or quick fad- 
ing colors. 

Effec tiveness. 


off-notes 


Perfume material is included pri- 
marily for aesthetic appeal. It is a very decided and 
necessary plus in nearly every known cosmetic, and the 
sole reason for the purchase of such toilet preparations 
And, there are some cos- 
metics where the perfume plays a double role in effec- 
tiveness. For example, in lipsticks it must not only im- 
part a nice fragrance but also cover the fatty notes and 
the metallic of certain lakes that are used in the 
highly pigmented lipsticks. As a reverse of this, the fla- 
voring material in tooth paste must impart sweet-smell- 
ing characteristics to the breath of the user. It has long 


as colognes and toilet waters. 


taste 
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been known that certain perfume oils have oxidation 
inhibiting action, for example, amyl salicylate in soaps. 
The dual function of aesthetic appeal and imparting 
odor value to the areas of application has been empha- 
sized sharply by the recent popularity of hair prepara- 
tions. The higher absorbability of hair as compared 
with skin, and the retention of hair over long periods 
of months as against the surface of the skin, which wears 
off at a rapid rate, has brought into focus certain new 
problems, particularly the “wearing qualities of per- 
fumes.” In addition, hair has a selective absorbability 
whereby it may absorb only certain of the odor constit- 
uents; the woman thus becomes desensitized to the odor 
notes of these components by constant association with 
them, and, upon subsequent use, may feel that the prod- 
uct has become sharp and unappealing, even though 
the cosmetic may have exactly the same fragrance that 
influenced her initial purchase of it. 

5. Economy. ‘This, of course, needs to be mentioned 
briefly. The perfumer is often embarrassed by a lack of 
freedom of choice of materials simply because the prod- 
uct cannot stand an expensive perfume oil. All we can 
hope for here is more efficient and economical produc- 
tion of natural products and cheaper synthesis of fra- 
grant organic chemicals. 

In applying these five factors to products that have 
come into existence only lately, 1 should like to empha- 
size that we cannot consider our odor problems of older 
existing products completely solved. As a matter of fact, 
in a discussion of my subject with one old-time chemist 
in the trade, he stated that as far as he was concerned 
the problem of satisfactory perfuming of face powder 
had never been solved. ‘This is understandable when we 
realize that a small per cent or a fraction of a per cent 
of essential oil is spread as an extremely minute film 
over a tremendous surface area of selectively absorbent 
agents and potentially alkaline agents. Also, such condi- 
tions as oxidation, volatility, and absorbability by the 
container, make it almost impossible ever to develop a 
face powder note that will remain as fresh and sweet 
smelling after a year on the market as it did the day of 
initial production. 

In selecting modern cosmetics to exemplify the prob- 
lems of perfumery today, I have selected depilatories, 
cold waving products, cream rinses, and antiperspirants. 


ANTIPERSPIRANTS 

‘Taking the last first—antiperspirants—the most com- 
mon difficulty here is to obtain an odor that is aesthet- 
ically appealing in the jar but will not become too 
dominant during use of the product. In other words, 
the antiperspirant is generally used in the arm pits, and 
the constant high temperature that is maintained by 
the body to body condition creates a warmth that ac- 
centuates the fragrance. Also, the fresh fragrance in the 
jar may soon be changed or lost by volatility or absorp- 
tion of some of the components by axilla hair or 
clothes. Some materials, of course, cannot be used be. 
cause of possible off-color developments; for example, 
phenolic bodies will develop colors with any iron con- 
taminants that might be present, from the other raw 
materials. ‘The high percentage of the trivalent ion, 
aluminum, present in an acid medium, which generally 


(Continued on Page 213) 
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What the Retail Buyers Report 


Business generally down . . . Half price sales find customers 


. . . Salesmen and retail clerks need training . . . Excise tax 


rumors cause sales drop . . . Brief Valentine’s gift rush 


HE outlook for normal Easter business through- 

out the country seems good to most retailers close 

to the consuming public. Manufacturers have 
offered in many instances special packages for the season 
and the promotion while perhaps limited has been good. 
Working closely with retailers as many have done there 
is every reason to expect sales to average those of the 
war years. While some retailers reported reluctance on 
the part of buyers to make purchases of the more costly 
cosmetics on account of the likelihood of a cut or 
possibly repeal in cosmetic excise taxes this hesitancy 
is not serious for most people now realize that no reliet 
from the tax is likely much before Summer. 


Perfumes Need Promotion 
For Every Day Use 
Chicago—A new fragrante for Easter is a must to 


many women. retailers 
and makers get behind the move and push this with as 


It can be made so to more if 


much endeavor, and intelligence as are shown in the 
smart ads they have both run. 

Many religious groups make Easter an important gift 
period and it is a wise manufacturer who recognizes 
this in putting up several dram fragrances in one box. 
Vhis is an idea which has had more appeal throughout 
the Middle West cities than in Chicago. Partly because 
it is featured in advertising and shown on the counters. 
Both aid in sales, altho the combination is often over- 
looked. We've wondered why. If a woman comes into 
the store during the early part of the day it is rare that 
she has had time to read the paper and see the an- 
nouncement. Featured with the package it is eye-catch- 
ing and can be made to create desire. 


IT’S THE LITTLE THINGS THAT COUNT 


The matter of application of perfume has been men- 
tioned in these columns, But today it is imperative that 
if a woman buy it she know how to use it. Either she 
dumps most of the bottle on, or takes a whiff now and 
then and lets it which 
should be in the perfume section are way over yonder 
with the bottles. Smart merchandising isn’t it? In one 
store a woman making a purchase of either has to 
travel through five counters. She can certainly be in- 
trigued to purchase something else and not reach the 
counter. The same is true of colognes. 


evaporate. ‘Those atomizers 
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If by chance or design you saw the French Exposi- 
tion shown throughout the country you have seen the 
plain, simple bottles which Madame purchases and the 
elaborately carved bottle which Mrs. America buys 

. because she is purchasing perfume and that’s a 
luxury. In France it isn’t. Until Mrs. America has been 
educated to its daily use—as she is learning to use co- 
logne—she will continue to choose the elegant bottle. 
In contrast did you notice the luxurious beauty of the 
atomizers? ‘Those are intended for the most exclusive 
boudoir or for a highlight on the Career Woman's 
dressing table. 

‘To a French woman an atomizer is a must. American 
women know them best for medicine spray. How come 
that the idea has not been extended? One Illinois store 
has its clerks sell an atomizer with every different 
choice of cologne or perfume. Does a swell business, 
too. It is a simple idea and at the price of $1 to $5 can 
really be made an important part of the sale. 


ADDED PERFUME IDEAS 


“Perfumes are too strong,” is a comment heard from 
Kansas City to Detroit and from Minneapolis to St. 
Louis, but in reality a woman does not know, nor does 
the maker tell her that there is perfume and an essence. 
“Most of the time she gets these mixed up and says her 
husband can’t stand the odor,” said a leading North- 
west buyer, who related one instance, of a woman who 
wanted a refund. She “smelled.” 

“It was pretty strong and we asked the woman how 
she used perfume. That was answer enough. Half a 
dram on at once( Fine for us that sell, but darned poor 
publicity for our wares. So we told her how to use it.” 
Examples like that frequently happen especially among 
the average women and those are the women who need 
directions on the bottle on use, They are your future 
customers. 


MAKE-UP CLASSES 

Chicago has been holding a class in make-up that 
went from head to toe. The announcement appeared 
in a morning paper with appointments and reservation 
by telephone. By noon every place in the first four 
classes were filled. So great was the demand that an- 
other group was opened. The course—six lessons—in- 
cluded hair care, hand care, skin and make-up with an 
individual analysis. The firm is well known for the ex- 
cellent work it does during the summer in Northern 
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Maine where these same factors are stressed. The class 
was designed to show career women how to make the 
most of their assets from the crown of their heads to 
their postures. The lessons are expensive. The career 
women in attendance are enthusiastic and the change 
in their appearance is surprising. Some retail stores 
have given clinics, but these were deluxe demonstra- 
tions. This course was individual instruction and will 
aid in sales of finer cosmetics, perfumes and colognes to 
these women. They have learned how to use them ad- 
vantageously to themselves. 


BEAUTY AT THE 5 AND 10 

For a long time salesmen of cosmetic houses have 
kept an eye on the sale of preparations at the beauty 
counters in the 5 and 10 but today these stores are us- 
ing their own paid advertising to tell of the charms of 
fered in the preparations on the counter and—how to 
use them. Chain drug stores are using full page ads to 
present their cosmetic offerings to the public, and while 
major lines are featured it is their own special brands 
of creams, colognes and various shampoo compounds 
that are stressed when the women come in to buy. That 
is smart merchandising for a woman will buy her own 
brand of cologne and the firm’s, the latter at slightly 
less cost. 


TOO MUCH TALK ON TAX 

Every time there is a discussion of removing the cos: 
metic tax sales drop to a level below that of the Duch- 
ess of Sauerkraut. No wonder clerks stand idle. Women 
look and ask about the tax. Too few read about it but 
they’ve heard it’s off. It isn’t. And so business is way 
down. The only remedy is salesmanship. Between the 
apathy of the average salesman of cosmetics and that of 
the girl behind the counter it is not astounding that so 
few know anything about their new products—or else 
can only talk about what they did during the war. 
These people forget the Second World War is over— 
they are still fighting it—and if they'd work as hard for 
sales in peace time the business would not have skidded 
since 1950 opened its door. 


INFORMED SALESPEOPLE NEEDED 


This lack of selling information (it is not confined to 
this industry) may be due to the boss’s Florida vaca- 
tion, to the lack of specific training, to a decision by the 
board of directors to reduce sampling, to general indif- 
ference and lack of initiative on the part of both the 
firm and the salesman, Their attitude may be “our 
goods always sell.” Surely. But today’s parade is not the 
same as yesterday’s and the old customers die and the 
new ones don’t know about you. Change maker to re- 
tailer and the same facts apply. In 10 stores not one 
sales woman offered to show something “just in” or 
“have you seen this” when a customer was looking. And 
that customer was looking for something new. And the 
greatest aggressors are not the 5 and 10 but the style 
store in your city, and the one on whom you as a maker 


depend for your profit—and also for increased distribu- 
tion. 


FINER COSMETICS DEMANDED 
Where have sales been made recently? It’s a growing 
custom business. Powder to match the tint of the skin is 
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more important than at any time. ‘The same is true of 
foundation creams. Women back from a winter in the 
sun want the dark tones to preserve the tan that is fad- 
ing; those in the north want the rich, vibrant glow that 
the cold weather gives. 

Fine facial soaps are being featured, but far less than 
should be done for there are women who must wash 
their faces to feel clean. Bath salts and water softeners 
are moving into a better position of sale. Bath soaps, 
with a “deal” are showing improvement as is a cologne 
which is sold with atomizer as one unit. Hands are re- 
ceiving much attention in all stores of the Middle West. 
Preparations for the hair and hair brushes are receiv- 
ing some advertising and moving as a result, Fragrances 
of all types, from sachets, solids to liquids need more 
display and intelligent presentation to the woman who 
may be timid about using a fragrance and who just pos- 
sibly has “her man.” 

Easter sales can be good, if there is a push back of 
them. Junior cosmetics are very important and the col- 
lege girl can always use a smart kit, inexpensive, but 
filled with excellent preparations for her next semes- 
ter’s use.—Jean Mowat 


Tax Repeal Rumors Hurt West 
Coast Business 


Los Angeles—When you observe the eagerness of de- 
partment store toiletries buyers these days for promo- 
tions you wonder whether old time toiletries merchan- 
dising may make a comeback. And why shouldn't they 
be eager? 

Sales figures for Coast cosmetics departments are 
really down, Not all, of course,—we know one that had 
a 3.9 percent increase in January 1950 over January 
1949, but in any company that particular buyer is un- 
usual. The average department isn’t doing so well this 
winter, largely because of circumstances far beyond the 
control of the buyer, the merchandise manager, the 
controller, or even the store president himself. First 
and foremost, of course, among factors killing the 
toiletries business is politics. The great fear among 
toiletries people on the Coast now is that the omnipo- 
tent sages in Washington will announce that really defi- 
nite action will be taken on the excise tax by July, or 
August, or June, or on some other date in the future. 
And if that happens cosmetic people and luggage peo- 
ple and those who make their living via jewlry might 
as well shut up shop and go fishing. 


RUMORS SPREAD RAPIDLY 

The tax itself is bad enough, but the present uncer- 
tainty as to whether it will be repealed, or reduced, or 
just left along is keeping toiletries sections deserted 
One of her very good customers told the Elizabeth Ar- 
den demonstrator in J. F. Hink and Son, Berkeley, 
California, last week that she would struggle along 
without her usual quota of Arden products until 
March first, as she had inside information that the tax 
would be repealed by that date. Possibly this customer 
lives in a hollow tree and has no friends or acquain- 
tances, but that would hardly be typical of the average 
department store customer who regularly buys com- 
plete Arden treatments. Can’t you hear her at her club 
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meetings, her social affairs, and on the telephone. And 
she is only one, The cumulative effect has West Coast 
toiletries buyers grasping for straws. 

UNUSUAL WEATHER 

And at a time like this wouldn't you think that hard 
pressed toiletries people might get a break from the 
elements? You might think so, but they didn’t on the 
Coast this winter. Twelve foot snowdrifts in Portland, 
deep ice on the streets in Seattle, and snow and ice and 
sleet and smog and fog in San Francisco and Los 
Angeles kept shoppers out of the shopping districts. 

All this may not sound so fatal to sales figures in 
Minneapolis and Chicago and Boston, but on the Coast 
people and their transportation are just not set up to 
cope with such conditions. So already quiet toiletries 
sections got even quieter, and toiletries buyers and mer- 
chandise managers purchased telescopes and began 
searching the horizon for something to bring traffic 
into the stores. 

You should see the business Helena Rubinstein is 
doing on that lipstick closeout at 50¢ and up. It is the 
standard of values right now on the Coast. “If your 
promotion does as well as those Helena Rubinstein 
lipstick—,”” buyers will tell you. Will it? If so, they'll 
be glad to see you out here—Don Cowling 


Mild Winter Causes Drop 
In Lotion Sales 


Buffalo—The unseasonably mild winter prevailing 
thus far in Buffalo has considerably retarded the sales 
totals that would have been normally achieved in win- 
ter lotions for face and hands and facial creams. 
Too, the increasing publicity on the possible elimina- 
tion of the 20 percent luxury tax has resulted in a slow- 
down of buying that some days seems to border on a 
boycott. 

However, at J. N. Adam’s there was a stimulating 
feeling of “solid sending” and burbling business. As 
buyer H. J. Conner put it: “We have to work a little 
harder to get the customers to buy, but we're still 
doing business:” 

Perfumes and colognes were proving the most popu 
lar Valentine purchases here, with Revlon’s Touch 
and Glow the outstanding general customer item. 
Helena Rubinstein’s half-price lipstick sold like mad, 
a steady volume being maintained by the non-taxable 
items. 

At Hens & Kelly it was learned that their promotions 
on $2.25 and $2.50 jars of cleansing and hand creams 
reduced to $1.00 were so successful that they had to 
be reordered four times during January and into mid 
February. The most popular: lines at this store are 
Barbara Gould, Elmo, Richard Hudnut and Harriet 
Hubbard Ayer. 

Treatment line purchases at Oppenheim & Collins 
are being made in increasingly greater moderation. 
Customers are remaining faithful to the “line” of their 
choice, but the jar or bottle which they now buy is 
one to two sizes smaller than the ones they were buy- 
ing last year. 


CONSUMERS PREFER COLOGNE 
An increasing preference for cologne over perfume 
has been noticed at this store this winter, despite the 
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Mrs. Ora Bridges, cosmetic buyer for Joseph Magnins department 

store in San Francisco was on hand with stewardesses to receive the 

first air shipment of Browny perfumes from Honolulu. The Ha- 
waiian scents were sent by United Airlines Stratocruiser. 


fact that counter clerks are trained to explain the dif- 
ference between the two and to stress the importance of 
perfume—both when used by itself, and when com- 
bined with a matching cologne. But the average cus- 
tomer who cannot afford both seems to feel she can do 
twice as well with cologne since there’s so much more of 
it for the money than she would secure with a pur- 
chase of perfume. 

Solid volume at this store is secured by recurring pro- 
motional items, the regulars that offer considerable re- 
duction in cost from their usual price. Current specials 
here were an Evening in Paris combination and single- 
item sale, plus Tussy’s $1.75 cleansing cream reduced to 
$1.00, their $3.00 jar being offered for $1.95. 

The buyer at Oppenheims suggested that more in- 
tensive clerk-training from various lines on the benefits 
of their respective products would help to increase 
sales considerably, adding that more frequent visits 
from line representatives would help inject new sales 
ideas or new enthusiasm into the counter clerks.—Mag- 
gie Flemming 


Cincinnati Business Good 
Only at Sales 


Cincinnati—Several things conspired to make this 
an unprosperous season for cosmetics departments in 
Cincinnati. So unseasonably warm was the weather that 
our women’s skins didn’t dry out as usual. Had it not 
been for the half-price sales that were everywhere in 
skin lotions and treatment lines, sales would have been 
mighty meagre for the early weeks of the year. Buyers 
blamed the rumor about the reduction of the federal 
tax to 10 per cent for some slowness of sales. Some 
buyers just said business was slow, but apparently it 
wasn’t slow enough to worry them into taking any ac- 
tion about it. 

Cosmetics sold where there were real price reduc- 
tions and where there were new products. Red-red lip- 
sticks were going well, a trend away from the rose-reds 
of the past several seasons. Eye-makeup, promoted na- 
tionally, but not locally, in connection with the 1920's 
influence in fashion, began to pick up noticeably. Rev- 
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lon’s Aquamarine lotion with soap to match, at the 
price of the lotion alone, went uniformly well. The 
Fair Store, just introducing Roux, had gratifying sales 
(this store always does well with the old Canute Water 
for restoring hair color, too, just by letting it sit on the 
counter). Revlon’s “Touch and Glow” make-up base 
went like hot-cakes (John Shillito sent its buyer to New 
York to hurry a reorder). Milkmaid products, long 
not available in this city, made a very nice showing 
without promotion, at Mabley. Home permanents were 
ina slump, with sales expected to pick up nearer 
Easter. The new Toni pack at $1.33 will be promoted 
here, but not with as much push as was the $2.89 pack, 
because buyers figure there’s just not enough in it. 


VALENTINE RUSH WAS BRIEF 

The Valentine gift rush didn’t occur till three days 
before the day, but it appeared strong in several stores. 
Colognes were selling much better than perfumes; sales 
of men’s cosmetics continued their increase. 

There was a lackadaisical spirit among the buyers 
(perhaps it was fatigue from inventory), but fewer pro- 
than usual were in the offing. Fair Store 
planned its first price-reduction sale on Elmo’s powder 
base. It planned, also, continuation of the Robert Cur- 
ley hair-preparation and brush demonstration, This 
demonstration, incidentally, has been going on in Cin- 
cinnati for about six months at least, and it still draws 
a buying crowd. Roger & Gallet’s talc and_ sachet 
together at $1.25 will be pushed by J. C. Penney, and 
White Magnolia products by Helen Rubinstein will be 
advertized by Alms and Doepke. All buyers seemed to 
feel the business needed some pepping up, but had no 
answer as to where the vitamins should come from.-—- 
Mary Linn White. 


motions 


Newspaper Ads and Window 
Displays Aid Special Sales 


Dallas—With only one exception Dallas stores, both 
department and chain drugs, encourage their sales per- 
sonnel in cosmetics departments to wear fragrances. 
Several department heads commented that it is doubt- 
ful that customers can detect any odor since there are 
so many different fragrances in the department, but 
they did believe it made clerks more conscious of uses 
when they used it themselves. 

Until the Valentine promotion, most sales effort has 
been in cleansing creams, hand lotions, soaps and the 
like. Largely these have been specials offered by the 
manufacturer. 

Sanger Bros. reports accelerated sales on Dorothy 
Gray, Tussy and Harriet Hubbard Ayer cleansing 
creams as a result of specials promoted by newspaper 
ads and counter displays. A. Harris & Co. used enclo- 
sures, newspaper advertising and window displays on 
special offers of Dorothy Gray cleansing cream, Rev- 
lon’s Aquamarine hand lotion and Tussy’s Wind and 
Weather lotion. Demands were high. 

Most spectacular results at Harris’ were achieved by 
the Revlon Touch and Glow powder base. Backed by 
newspaper ads and window displays, reorder was nec- 
essary the first day. 

Valentine sales were reported a little lower than last 
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year by most stores. Chain drugs, however, indicated 
that their package items had gone well. Specialty stores 
did well with Schiaparelli’s “Book of Hearts” package 
and the combination set of “Gay Diversion” and 
“White Shoulders.” 

The department head at Sangers reports an interest- 
ing fact found in analysing her Christmas business. Her 
department sold ten times as many $5 perfumes as 
$1.50. size. 


HAIR STYLIST BOOSTS SALES 


At Neiman Marcus, the Man’s Shop featured co- 
lognes in its Valentine windows. Expensive perfumes 
were selling on the main floor at a rapid rate. Impor- 
tant event at Neiman’s during the past month was a 
week-long visit by Antoine himself. He was on hand at 
the store for consultation on hair styling and also to 
check on his extensive line of creams and cosmetics. His 
calendar was booked full with appointments.—Jean 
Shaffer 


Pittsburgh Women Become 
Price Conscious 


Pittsburgh—W omen are sharp shoppers these days. 
This is particularly evident in cosmetic departments 
spots where even the shrewdest feminine shop-hound is 
vulnerable before the promised vision of beauty. 

This fact was ably brought to attention when a cross 
section of sales girls were interviewed at random. This 
is what the girls report: More women watch for price 
sales that have become known as established events 
than ever before. ““Women remember and ask us if such 
and such a product isn’t going to be featured in a yearly 
reduced-price sale within a week or two. They know, 
better than we, when these special sales are scheduled.” 

As a result, it is reliably reported that women will 
wait—even if it means going without for a while—to 
take advantage of half-price or specially priced prod- 
ucts. Some buyers indicate they expect to give lagging 
sales a shot in the arm via the gadget method. Eye- 
catching little items—either new in packaging or new 
in styling—are to be used as a “Spring tonic.” 


TEACHING THE CUSTOMER PAYS OFF 

An up-and-coming sales girl reports she has greatly 
increased the sales of lipstick merely by taking time to 
explain a simple operation in putting it on. Her ex- 
perience has been that if you explain a logical reason 
why a method will bring results that it sells merchan- 
dise. 

The lipstick sales-getter, which may not be new, but 
it sells lipstick—and a foundation too, is this: Show 
why a foundation that is used on the face to make 
powder adhere can be equally successful when applied 
on the lips too, Put lipstick on over the foundation and 
it looks better, stays on longer and—(the bright sales 
girl says) even more important, it increases her sales! 
Also, the customer is satisfied. 

This might be an idea that will bring more business 
if a number of sales girls pooled ideas, or came up 
with bright, practical suggestions to offer customers. A 
sharp shopper can be impressed with a good reason 
why she needs a product. 
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PERMANENT LIPSTICKS NOT PERMANENT 

Also along the lipstick line—women are very inter- 
ested in a lipstick that stays on. A non-smear type intro- 
duced here some months ago had good reception, but 
because it didn’t live up to expected demands has not 
been overly popular on repeat sales. 

From checking with women who have used the so- 
called “permanent” lipsticks this conclusion was 
reached:—The products that promise permanency 
have been disappointing, and women have begun to 
look with doubt on them, However, there is a big po- 
tential field in this line if and when someone actually 
does perfect a lipstick that doesn’t smear—that does 
stay on. Women are gullable, perhaps, but as stated at 
the beginning of this piece, they're sharp shoppers 
these days.—Lenore Brundige 


Cosmetic Buying Stays at 
High Level in Atlanta 


Atlanta—Cosmetic sales are moving along at a brisk 
clip in Atlanta, to the delight of all concerned, includ- 
ing department store, specialty shop and drug store 
buyers. Most of the contacts report from slight to good 
increases over the same period last year. There seems 
to be no particular reason they can hold accountable 
for this. Some give credit to the new smaller packages, 
such as Frances Denny’s Neck and Contour set, a $7.75 
value for $5.99 and Arden’s Firm-O-Life treatment now 
coming in smaller sizes at reduced rates. Others hold 
that reduced prices on regular sizes turned the trick. 
Certainly the weather could claim small credit. So far 
it has been a long, hot winter, the sort that is usually 
sure death to wind and weather lotions or special cold 
weather treatments. But these, strangely enough, have 
moved along as well as everything else. 

Probably the most enlightening statement on the re- 
vival of cosmetic buying which acompanies the renewed 
interest in makeup, came from the buyer of one of At- 
lanta’s top specialty shops. “Short hairdos,” she said, 
“have been a great influence in making women more 
cosmetic conscious—probably because the face is 
brought into sharper focus, forcing them to wear more 
cosmetics to soften the general effect and to choose and 
apply them more carefully.” 

She brought out also that women respond readily to 
any suggestions on the correct use of makeup and will 
flock to counters where makeup specialists are fea- 
tured, paying rapt attention to all demonstrations and 
more than likely buying a sizeable group of their cos- 
metics before they leave. Anatole Robbins new-to-At- 
lanta Prismatic makeup has received such a response. 
Ballard Crooker, Robbins’ assistant, who has made 
three visits to Atlanta, since the line was first stocked 
last October, now has ‘appointments made from one 
visit to the next for special demonstrations in makeup. 

Domestic perfumes have suffered a slight setback 
here, but imported brands, especially those now being 
put up in smaller sizes, are doing very well. Concen- 
trated national as well as local advertising has also 
contributed considerably toward making the early post- 
Christmas season one of the best yet in cosmetics.— 
Maynita Gerry 
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Technical Abstracts 





Emulsion To Be Used for Hair Waving, Marito 
Ogata. Japan. 175,081, July 29, 1948. Emulsified vege- 
table oil is mixed with sodium silicate with or without 
caustic or carbonate of alkali and NH,OH. (Thru C. A. 
43,5554, 1949). 

Hair Treating Composition, Phyllis A. D. Elliott. 
Can. 452, 764, Nov. 23, 1948. To 0.5 lb. shredded soap, 
e.g. castile, is added 1 oz. of oil of Rosemary and then 
mixed with | oz. of K,Cr,O,. The composition is effective 
as a hair cleanser and regular use eliminates substantially 
all the dandruff. (Thru C. A. 43, 5554, 1949). 

Jelly Chemical May Be Destroyed In Tooth Decay, 
Disappearance of a newly-discovered jelly-like chemical 
in teeth may be the first step toward tooth decay. This 
finding and the discovery of the chemical were an- 
nounced by Drs. Reidar F. Sognnaes and George B. Wis- 
locki of Harvard School of Dental Medicine and Harvard 
Medicine School, at the meeting of the American Associa- 
tion for the Advancement of Science. The jelly-like 
chemical was found to be a constitutent of both the den- 
tine and the enamel of normal teeth. It is a sugar-con- 
taining protein, called acid mucopolysaccharide by 
chemists, and belongs to the general class of mucin. 
Under the influence of certain bacteria and enzymes, it 
can change from its jelly-like state to a liquid. Destruc- 
tion of this chemical, and its disappearance from the 
little tubes in the dentine, is apparently the beginning 
step in decay. This precedes the invasion of bacteria 
which have generally been believed to be the primary 
agents in tooth decay. “Before one can intelligently and 
effectively combat tooth decay,” the scientists stated, “it 
will be necessary to learn how to prevent these initial 
biochemical changes which spearhead the formation of 
cavities.” (Thru Sci. News Letter, 57, 8, 1950). 

Evaluation Of Damage To Hair By Physical 
Methods, H. Brauckhoff. Melliand Textilber., 28, 181- 
184, 1947.—A method for estimating damage in hair con- 
sists in measuring the change in logitudinal swelling 
which is brought about by change in humidity. In the 
early stages of damage this method is more sensitive than 
measurement of tensile strength. A 20-cm. length of hair 
is suspended in a cabinet which can be filled with air of 
controlled humidity. The lower end of the hair is con- 
nected to a lever and pointer, which magnify any length 
change. Samples of human hair which had been sub- 
jected in varying degrees to the influence of heat, acid 
and alkali were tested. The length change of the samples 
over the R.H. interval 30-97% is tabulated against their 
tensile properties. With all three types of damage there 
was an appreciable change in the length-humidity re- 
lationship before a change in either extensibility or ten- 
sile strength was noted. Length changes over the R.H. 
range of 0-30% did not show such large differences. 
Whilst damaged hair always shows an increase in its 
length change in the new test, it must be noted that an 
increase may also be obtained, without appreciable 
damage, in a hair which has undergone supercontraction. 
(Thru Soc. Dyers & Colorists 65, 322, 1949). 
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The Missing Dollar 


A READER submits this problem: “A chemist, a sales- 
man and a superintendent who had congenially 
worked together in a cosmetic company that was taken 
over by a larger concern decided to insert a joint want 
ad in one of the trade journals hoping to get jobs in 
the same company where they could continue to work 
together. They each contributed $10 to pay for the ad- 
vertisement. However the bill for the ad came to only 

25 and the publication was instructed to hire a mes- 
senger to return the $5 taking his fee out of that re- 
fund. The messenger took $2 for his services and re- 
turned one dollar to each of the three men. Each man 
got $1 back and so each had paid $9 for his share of the 
ad. Three times 9 is 27. The $2 the messenger kept 
made a total of $29. What became of the missing dol- 
lar?” 

While the answer is simple some doubt is cast on the 
facts. Is it likely that any cosmetic chemist would have 
$10? Again in these days of mounting labor costs would 
any messenger be satisfied to take a fee of only $2 for 
performing such a task? And finally would any cosmetic 
salesman, faced with the prospect of parting forever 
from his old cronies be inclined to support any such 
venture when it is remembered that with $30 the three 
cronies could jointly purchase just about the right 
amount of the finest Scotch? 





Perfuming Cosmetics 


(Continued from Page 206) 


is in the range of pH 3, certainly is likely to have an 
effect upon many of the components of a perfume mix- 
ture. It has been my experience that when most anti- 
perspirants have been allowed to stand, the final fra- 
grance is entirely different from the original. Also, a 
cream that is purposely designed to penetrate the skin 
and produce a prolonged effect upon the skin by having 
an external phase of water, in which there is a high 
concentration of an acid salt, will make the skin more 
sensitive to other components of the products; there- 
fore, the perfume oil must be selected carefully from 
the standpoint of irritation, It must be selected in terms 
of irritation characteristics at the time of incorporation 
as well as after the cream has stood on the market and 
perhaps developed reaction products. 


CATIONIC ACTIVE MATERIALS 


The second group of products are the so-called cat- 
ionic active materials that have at least two applications 
in the present-day cosmetics: one for antiseptic qualities 
such as bactericidal or fungicidal properties, and the 
other for the newly-created cream rinse products for the 
hair. The effectiveness of these latter products depends 
upon their ability to be substantive to hair and, of 
course, are usually slightly acid and are applied in acid 
mediums. Most of the past work on perfumes has not 
included the study of the incompatibility of high molec- 
ular weight cations. It was somewhat of a surprise, 
therefore, to find perfume and colors that are remark- 
ably stable in the presence of large molecular weight 
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anions, but are incompatible with high molecular 
weight cations. Thus not only are precipitates formed, 
but as some of these materials have a very lovely pearly 
appearance in solution, the appearance may be affected 
by perfume added. Worse still is the fact that time may 
be a factor and in some cases considerable time may be 
required for development of signs of incompatibility. 
In addition, because they are substantive to hair, they 
may carry with them in a selective fashion only certain 
components of the perfume fragrance, thereby impart- 
ing to the hair an odor that may only partially resemble 
the odor of the product. This odor may become actually 
displeasing to the user and certainly may possess “wear- 
ing quality.” 

Modern depilatories, of course, contain substituted 
mercaptans like thioglycolic acid or thioglycerol in al- 
kaline mediums where the pH is about 12.0. Such a 
medium may give rise to complex reactions with a part 
or all of the components of the perfume. For example, 
esters will hydrolyze and are totally unsuitable, and, 
of course, there is always a likelihood that reaction 
products can be formed by the extremely reactive sulf- 
hydryl group of mercaptans combining with the per- 
fume ingredients. 


PERFUME FOR COLD WAVE PRODUCTS 


However, the chief problem today and the one 
which, insofar as I have seen, reinains at best only 
partially solved, is the development of a satisfactory 
perfume material for cold wave products. Although the 
production of more highly purified mercaptans of a 
substituted nature is rendering the base less offensive in 
character, nevertheless, there always will remain the 
problem of either blending or covering the basic odor 
of the composition. These cold waving compositions, 
as has been indicated, are substituted mercaptans in an 
alkaline medium of about 9.2-9.5. Generally the base 
is ammonium hydroxide. Most of the products are in 
cream form. The high salt content (usually between 5 
and 10 per cent) makes the emulsion or dispersed phase 
extremely sensitive and perfume materials often are the 
cause of the breakdown of the dispersed phase. The 
big problem has been to impart to the product a satis- 
factory fragrance that will be retained for long periods 
of storage. Such an odor note must render the product 
pleasing to smell and also must impart to the hair a 
clean fragrance that has excellent wearing qualities. Al- 
ways, of course, we have with us the problem of irrita- 
tion accentuated by the fact that the scalp is being sub- 
jected to manipulation at the time of contact. In ad- 
dition, the alkaline reducing treatment is followed by 
an oxidation treatment which, in turn, can influence 
the odor value or irritating value of the perfume ma- 
terial. 

The problem of fragrance in “cold” waving is worth 
a great deal of consideration as it is calculated that this 
year alone there will be sold in the beauty shops and 
home wave field a sufficient number of units to give 
about 70 to 80 million waves. In other words, this cos- 
metic product is close to first place and may soon surpass 
tooth yearly dollar volume. Certainly the 
future trends indicate that within a few years it will 
far outstrip any other cosmetic product in units per 
year sold. 
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Dr. Morris B. Jacobs 


andy and Beverage F'lavors-Il 


A comparison of the flavor stimuli of confectionery 


and beverages illustrates that different criteria 


are operative and should be taken into account. 


rom the point of view of use, 

flavors made solely from the 
first four categories are known as 
natural flavoring products. If the 
odor and flavor of these are inten- 
sified by the addition of flavoring 
substances of the last group they 
are known as fortified flavors. If 
the flavorings are prepared solely 
from the fifth group, that is from 
isolates they may be known arti- 
ficial flavors. Those flavoring prod- 
ucts made from the sixth and last 
groups that is from semisynthetics 
are termed synthetic flavors. 

Flavoring products are put up 
in different forms for the beverage 
manufacturer and the confection- 
er for each of these forms has its 
advantages and _ disadvantages. 
These forms may be differentiated, 
purely for convenience, on the ba- 
sis of their physical state. Thus 
there are flavor solutions. These 
contain only water, or water and 
alcohol as the solvent although 
other solvents such as_ glycerol, 
propylene glycol, triacetin and the 
like are used. In addition to these 
water soluble types of flavor solu- 
tions, there are oil solutions such 
as the essential oils themselves or 


® Professor of Chemical Engineering, Poly- 
technic Institute of Brooklyn. 
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MORRIS B. JACOBS, Pu. D.* 


Continued from the February issue 


solutions of flavor components in 
a bland, colorless, and odorless edi- 
ble vegetable oil. 

Another group of flavor prod- 
ucts are put up in the form of 
emulsions and suspensions. The 
dispersion medium is generally wa- 
ter and the dispersed phase is the 
flavoring component. These have 
the advantage that there is no 
need for expensive alcohol. They 
can also be put up in much more 
concentrated form and diluted as 
needed. They have the disadvan- 
tage that many emulsions tend to 
break because they are improperly 
prepared and they do not have the 
lift that an alcoholic flavoring has. 

Other forms in which flavors are 
put up are flavoring pastes, tab- 
lets, and powders. These have 
many advantages the principal 
ones being that they can be put 
up without the use of much liquid 
diluent, (hence they have much 
less bulk), that no alcohol is 
needed and that each block of 
thick paste, tube of thin paste, tab- 
let, or weight of powder can be 
made equivalent to a_ given 
amount of flavor necessary to fla- 
vor a given batch weight. | 

Each flavor component has its 
role to play and a proper under- 


standing of that role is not only 
part of the art of flavor compound- 
ing but also is also part of the sci- 
ence of the use of flavors. It has 
been my practice to place flavor 
components into five major divi- 
sions. These are the basic or bulk 
components, intensifiers, modifiers, 
floral components, and _ fixatives. 
Not every flavoring has compo- 
nents of each group nor is each 
group rigidly defined for a given 
substance often plays more than 
one role in flavor formulations. 


Flavor Ester Mixtures 


In general the bulk components 
are esters in natural flavors as well 
as in artificial and synthetic ones. 
For instance many years ago Pow- 
er and Chesnut found that the 
principal components of apple es- 
sential oil were isoamyl formate, 
isoamyl acetate, and isoamyl n- 
caproate. At times aldehydes, ke- 
tones, and compounds with more 
than one functional group form 
the bulk and basic material. Thus 
cinnamaldehyde is the principal 
component of cassia and cinna- 
mon oil; methyl nonyl ketone and 
heptyl methyl ketone comprise 90 
per cent of Algerian oil of rue; 
menthol is a principal component 
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\ hy people —_ names 


gant’ 


Perhaps the first name was the unique grunt of a 
caveman. But it separated him from his fellow men. 
And, in a way, it made him an individual. As language 
and communication between people grew up, 

names became more significant. Some told where 

a name came from; what his occupation was; 


who his father was; and other things about him. 


Even today, we find names like North, Carpenter, 
Johnson, and Smith to show us how names 

once carried information about people. But a 

man’s name these days is as significant as he himself 
makes it. The same thing is true of a business house. 
Its name represents the reputation of 


its products and services. 


That’s why Synfleur is a proud name. For the 

past 60 years Synfleur has made the highest quality 
materials for perfumes, cosmetics, and soaps. 
Synfleur has become a name which means 


quality and dependability. 
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of oil of peppermint. Because es- 
ters so commonly are the bulk 
components I prefer to call these 
flavor ester mixtures. These are 
equivalent to the terms formerly 
used like basic ethers, fruit basis, 
and fruit oils. The flavor ester 
mixtures give the flavor formula- 
tion its characteristic fruit, spice, 
or other natural aroma or serve as 
the basis of that aroma. 

In nearly all synthetic flavors, in 
many artificial and in a lew natu- 
ral flavors there is generally pres- 
ent a small amount of a powertul, 
flavor material often a lactone, or 
hydroxycinnamate, aldehyde, or 
ketone with a similar characteric 
aroma which is added to intensify 
(or present in) the flavor. Hence 
such substances are called intensi- 
fiers. 

Modifiers are related substances 
such as aldehydes, ketones, ethers, 
esters, and very often compounds 
with more than one _ functional 
group. Their group name signifies 
their function, Other components 
like terpene alcohols and esters of 
these alcohols are present or are 
added to give a flowery note or 
give nuance and tone to the com- 
position. The final group are the 
fixatives. I do not think I need to 
stress the use of such substances in 
this instance. 


Criteria 

There are certain criteria that 
have to be considered in using a 
flavor for beverage or for confec- 
tionery purposes. These are solu- 
bility, flavor fidelity, resistance to 
thermal hazard, dilution, and alco- 
hol content. We will discuss each 
of these with respect to their appli- 
cation to beverage and confection 
ery flavors. 


Beverage Flavors 


Very likely the most important 
criterion for a flavor for beverage 
use is solubility. Since this is an es- 
sential characteristic, it is often 
necessary to eliminate ¢ertain very 
insoluble components such as the 
terpenes from flavorings particu- 
larly natural flavorings like lemon 
and orange oils, in order to make a 
really suitable flavor for a clear 
beverage. It would be a little be- 
side the point to describe here the 
preparation of terpeneless and ses- 
quiterpeneless essential oils. For 
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Soda pop and similar beverage flavors need not be true as these beverages are in contact 
with the mouth for only a short time and a lingering flavor is often undesirable. 


the beverages of the cloudy type, 
the elimination of terpenes or 
other insoluble components is not 
so important. ‘There is also the fac- 
tor that if the flavor is not com- 
pletely soluble and the beverage is 
to be filtered after the addition of 
the flavor, there will be a loss of 
valuable insoluble components. 

Since soda pop and other bever- 
ages are in contact with the mouth 
for only a period of 
time, the necesity of flavor fidelity 
or flavor trueness is not great. In- 
deed one often does not desire a 
lingering taste, even a true linger- 
ing taste, in a beverage, hence if it 
were present it would be a de- 
cided disadvantage. The lack of 
need of flavor fidelity in beverage 
flavors was exploited decades ago 
so. that 
stance raspberry had virtually no 
resemblance to the natural flavor 
whatever. This taste 
was developed to such an extent 
that beverages made with real fruit 
flavor were for a time unaccept- 
able. This is no longer the situa- 
tion. 

Resistance to thermal hazard is 
not an essential for a beverage fla- 
vor since by and large very, very 
few beverages are heated. 

The factor of dilution is also not 
of great moment in beverage fla- 
vors. As long as the flavor is solu- 
ble more of a weaker and less of a 
stronger flavor can be used with- 
out appreciable effect. 

The presence or absence of al- 


transitory 


some beverages, for in- 


“synthetic” 


cohol probably has its greatest ef- 
fect on beverage flavors in the mat- 
ter of solubility. If alcohol is pres- 
ent the flavor will probably be 
more soluble. Alcohol also plays a 
role in giving the flavor the lift we 
mentioned before. 


Candy 


If we examine these flavor crite- 
ria with respect to suitability for 
confectionery use we note a com- 
pletely changed picture. Solubility 
is not of such great importance for 
most candies, In fact it may not be 
of significance at all except pos- 
sibly for those candies which are 
clear or transparent. 

Flavor fidelity on the other hand 
is a matter of much greater im- 
portance. Candies remain in con- 
tact with the palate for very much 
longer periods of time than bever- 
ages hence the consumer will be 
more readily aware of the lack of 
flavor trueness; consequently most 
confectionery flavors must have 
adequate flavor fidelity. 


Thermal Stability 


Again the factor of thermal sta- 
bility is of great importance in 
candy flavors since candies are 
processed at high temperatures. In 
formulating a candy flavor it is 
generally preferable to use a high- 
er boiling component of the same 
general aroma then a lower boil- 
ing one. This will usually result in 
a flavor formulation of better re- 
sistance to heating. 
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For instance, it is best to substi- 
tute the biacetyl (boiling point 88 
deg. C.) in a butter flavor compo- 
sition by its higher homologues 
which have the same flavor charac- 
teristics such as acetyl propiony! 
(boiling point 112 deg. C.) bipro- 
pionyl (130 deg. C.) and bibutyrl 
(169 deg. C) and the like. In a 
similar way cinnamyl anthranilate 
which melts at 64-65 deg. C.may be 
none for methyl anthrant- 
late, m. 25°C boiling point 255°C., 
and isoamyl isovalerate, boiling at 
194 deg. C. for ethyl 
boiling at 154 deg. ¢ 


isovalerate 


Dilution 


The dilution of the flavor is also 
to be considered. As a matter of 
fact in some candy batches like 
hard candy dilute flavors cannot 
be used at all for they would spoil 
the batch. Here is an _ instance 
where paste form and tablet form 
flavors are really useful, Powertul 
have another function in 
candy flavors and that is to provide 
sufficient flavor so that the choco- 
late if present does not overwhelm 
the effect we are trying to produce. 

‘The presence or absence of al- 
cohol is of much greater signifi- 
cance in a flavor to be used for 
candy than in one used for bever- 
ages. In some instances it is advan- 
tageous, in other instances it is dis- 
advantageous. Since alcohol de 
presses surface and interfacial ten- 
sions, its presence in a candy batch 
may serve to break the colloidal 
structure. In addition it reduces 
the thermal resistance because of 
its low boiling point and increases 
the loss of actual flavoring through 
volatilization at high temperature. 
On the other hand it is useful in 


Havors 
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spreading the flavor uniformly 
throughout the batch with a mini- 
mum amount of mixing. 

I should like to conclude with a 
note on the future. The use of syn- 
thetic aromatic components in fla- 
vors will undoubtedly increase des- 
pite any increase in the number or 
the severity of the interpretation of 
laws or of tests. This is clear from 
any, even casual, perusal of the 
literature. 

While there is still some trend 
to the duplication of aromatic fla- 
voring materials found in nature 
as witness the synthesis of methyl 
beta-methylthiolpropionate, a nat- 
ural component of pineapples, 
there is an even trend 
toward the preparation of tailor- 
made synthetics. Many of these are 
marketed under trade names but 
an even greater number are freely 
described in the literature. Such a 
trend is inevitable for with the tre- 
mendous expansion of organic in- 
termediates and chemicals there is 
the concomitant search for uses to 
which these can be put. Some sim- 
ple illustrations will make this 
With the availability 
of allyl alcohol as a relatively in- 
expensive chemical has come the 
preparation of dozens of allyl 
esters, which have flavor possibili- 
ties. One of these is allyl cyclo- 
hexylpropionate, a pineapple fla- 
vor modifier. Keto esters like ethyl 
pyruvate (rum) are other exam- 
ples. Condensation products of glu- 
cose and alpha-amino acids have 
given good maple flavors as has a 
product known as Cyclotene. The 
road is relatively clearly marked. 
It will be followed by many chem- 


ists. 


greater 


point clear. 





HOW TO Solve YOUR COLOR PROBLEM 


IN THE QUICKEST POSSIBLE WAY 


Eastern Representatives of Wm. J. Stange Co., Chicago, Ill. 


LEEBEN 


co., 
389 WASHINGTON ST., NEW YORK 13, N. Y. 


CHEMICAL 


Aid for Retailers 


YPECIFIC suggestions to manu- 

facturers of flavoring extracts to 
aid retail grocers in merchandising 
were offered by Mrs. R. M. Kiefer, 
secretary of the National Assn. of 
Retail Grocers at the last annual 
meeting of the F.E.M.A. A survey 
conducted among 70,000 retail gro- 
cers resulted in these recommenda- 
tions by them to flavoring extract 
manulacturers: 

1. The use of shorter, wider based 
bottles for small sizes, so bottles can 
be displayed attractively, standing 
up, and without break: vge which oc- 
curs so frequently with the bottles 
now generally in use. 

2. More careful and better pack- 
aging in heavy cases, so there is less 


damage and smaller amount of 
breakage. 
3. The prominent inclusion of 


the net weight, as required by law, 
on every package,—as well as a small 
spot where retailer might indicate 
his selling price. 

!. Consideration of dating on 
certain items so they can be re- 
turned after expiration date and 
when their flavor and potency has 
deteriorated. This may also require 
some greater care in proper use of 
containers and sealing of those con- 
tainers. 

5. Consideration of greater coop 
eration between supplier and _re- 
tailer on the return of discolored 
and unattractive merchandise. 

6. Much more clearly identifying 
the imitations as compared with 
true flavors. There are apparently 
no standards for imitations now, 
and there are many which are really 
not acceptable and should not be 
offered. 

7. Consideration of an assort- 
ment—like in the case of spices, 12 
of the most popular items in a spe- 
cial box for the new housekeeper, 

and in the case of extracts—a dozen 
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XY Colors for Flavoring, Extracts, 
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or more of some flavors and fewe 
of others in assorted cases. For ex- 
ample, some flavors in dozen quan- 
tities will be hanging around a retail 
store as much as two years, whereas 
others will sell much more quickly. 
Undoubtedly you have research 
that would give you the use factor 
to permit the se tting up of a sched- 
ule for these assorted cases. 

8. Review of the present practice 
of selling exclusive wholesalers in 
certain areas where the same prod- 
ucts are sold to competing retailers 
direct, so that smaller non-dircet 
buying retailers must buy from 
those exclusive wholesalers, even 
though they do not buy other com- 
modities there. 

Consider discontinuances of 
many deals, discounts, premiums, 
newspaper coupons, etc., which do 
not really contribute to either the 
merchandising or promotion of the 
product, but instead are an “irri- 
tant” to your retailer sellers. 

10. Offer assistance to the retail- 
ers including suggestions for best 
method of stocking, taking inven- 
tory, building displays, and doing 
special merchandising jobs. Any 
such suggestions should be on the 
basis of average size and not super 
or large stores of which there are a 
limited number in the country. 

Recipe and usage contests 
or experiments which will develop 
wider uses of the product and then 
presentation of these uses through 
cook books, recipes, etc. Housewives 
need, constantly are searching for 
and continuously are requesting 
suggestions from retailers on recipes 
and menus, and both the flavoring 
extract and the spice associations as 
well as the member companies can 
be of real assistance in offering these 
suggestions to retailers for passing 
along to customers. ‘They can also 
be included in national advertising 
of the various member firms of the 
association. 





Industry News 


Increased Drawback Urged 
Instead of Alcohol Tax Repeal 


The Treasury department is re- 
ported to be opposed to a bond 
and permit system for taxing alco- 
hol as proposed jointly two years 
ago by the Flavoring Extract Man- 
ul: icturers Assn. and the Proprie- 
tary Assn., contending that if Con- 
gress wished to extend alcohol tax 
relief the present drawback should 
be increased. At present ethyl al- 
cohol is taxed $9 per proof gallon 
with a drawback of $6 per gallon 
to flavoring extract manufacturers 
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and drug producers leaving an ef- 
fective rate of $3 per gallon. Man- 
ufacturers oppose it because the 
full amount of the tax must be 
paid when the alcohol is with- 
drawn and then an application 
must be made for the refund. This 
places an unnecessary amount of 
bookkeeping on the manufactur- 
ers. The F.E.M.A. contends that 
the bond and permit system would 
be easier to administer than the 
drawback and would impose less 
hardship on the industry. 


Ice Cream Standards Would 
Curb Simulated Ice Cream 


Interest in the possibility of draft- 
ing definitions and standards of 
identity for ice cream is_ being 
shown by makers of ice cream be- 
cause of the success which seemingly 
is being enjoyed by new simulated 
ice creams made from relatively in- 
expensive vegetables oils and skim 
milk solids with the aid of emulsi- 
fiers. 

The Food and Drug Administra- 
tion do not regard the new products 
as ice cream and question the legal- 
ity of their shipment in interstate 
commerce because of their resem- 
blance to the more familiar prod- 
uct. Bills have been introduced in 
Congress to set up standards of iden- 
tity for ice cream which would af- 
ford a legal basis for preventing the 
shipment of the new so-called ice 
creams in interstate commerce. Any 
ice cream containing any oil or fat 
except milk fat, it is felt should be 
barred. 


M.LT. 


Technology Course 


Announces Summer Food 


A three weeks’ special course in 
food technology will be held from 
June 12 to June 30 at the Massa- 
chusetts Institute of Technology in 
Cambridge, Mass. The course will 
emphasize recent developments in 
food manufacture and control. 


Grape Flavor Cannot be Used for 
Beverage Without Qualification 


The words “Graport” or such 
terms as “grape flavor” or ““winey 
flavor” to describe a beverage may 
not be used without disc losing that 
the beverage is an imitation grape 
product, according to a stipulation 


just entered into with the F.T.C. 


Massachusetts May Impose Tax 
on Sale of Soft Drinks 


A bill is before the Massachu- 
setts legislature which would im- 
pose a tax on the manufacture and 
sale of soft drinks. It provides that 


the revenues received shall be used 
for free tuition at the University 
of Massachusetts. 


Flavoring Extracts Mfrs. Assn. 
of California Active 


The Flavoring Extract Manufac- 
turers Assn. of California, with 
headquarters in Los Angeles, is do- 
ing much useful work for the in- 
dustry on the Pacific coast. Officers 
are: President, W. A. Nicholson; 
Vice President, J. D. Robinson; 
Secretary, J. J. Beach and Treas- 
urer K. Rickard. A. E. Evans is a 
member of the Executive Commit- 
tee at Large, J. W. Leser is chair- 
man of the Membership Commit- 
tee and C. E. Friberg is Program 
Chairman. 


FEMA Research Committee 
Meets with Dairy Experts 


The Scientific Research Commit- 
tee of the Flavoring Extract Manu- 
facturers Assn. under the leadershi 
of I. F. Plagge of Bowey’s Inc., Chi- 
cago, have met with department 
heads of various university dairy 
manufacturing departments who 
are collaborating with the commit- 
tee. The committee is supervising 
test preferences in the use of pure 
vanilla extracts in various concen- 
trates in ice cream, utilizing differ- 
ent butter fact contents. They also 
reviewed other activities pertaining 
to the percolation of vanilla beans at 
various alcoholic strengths as well 
as trying to isolate various flavoring 
ingredients contained in pure va- 
nilla extract which have not yet 
been dtermined. 


Board of Governors of FEMA 


Meets with Midwestern Members 


All Midwestern members of the 
F.E.M.A. were invited to meet with 
the Board of Governors at a special 
luncheon in the Drake Hotel Chi- 
cago, February 24 and a large num- 
ber responded. President John N. 

Curlett inaugurated sectional meet- 
ings to bring about closer coopera- 
tion between the members and the 
board. 

Members of the F.E.M.A. who 
were present at the conferences were 
Dr. I. F. Plagge, Bowey’s, Inc., Chi- 
cago; Dr. J. M. Blatterman, Warner- 
Jenkinson Mig. Co., St. Louis, Mo.; 
Edward N. Heinz, Food Materials 


Corp., Chicago; K. R. Newman, 
American Home Foods Inc., Morris 
Plains, N.J.; E. Ellicson, Liquid 


Carbonic Corp., Chicago; William 
H. Hottinger, Bowey’s Inc., Chicago 
and George Chapman, Chapman & 
Smith Co., Chicago. 
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—let Albert Verley & Company help you build soundly, 


with specialized aromatic materials 
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Maximo A. Kuderli, Julio Lopez Martinez, and creative counsel 
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Buenos Aires, Argentina Guatemala, Guatemala 
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P. O. Box 305, that hosts of other women, her imitators in matters of fashion, 
Roberto Rapp, Caixa Postal Managua, Nicaragua 


563, Sio Paulo, Brasil seek to emulate. 


La Quimica Suiza, S.A., 


Carlos Bobbert, Casilla 9660, Casilla 1837, Lima, Peru This is true through all the price ranges of perfumery and cosmetics. 
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We would like to approach your odor requirements from this broad 
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Soap a Superior Industrial Cleaner 


Possesses a more highly surface-active structure in 


soft water than any synthetic known and is simpler to 


manufacture and lower in cost than any synthetic 


\ I the start I concede that soap 
LX has no function as an indus 
trial cleaner in acid solution—ol 
course not—we used to use sul 
fated oils for those purposes and 
now we use synthetics. | concede 
that in water of 20-grain or more 
hardness it would) be undesirable 
lo use soap as an alternative 
to synthetic detergents, although 
much is used in hard water and I 
shall show you later does a pretty 
good job. But if one looks at the 
water map of the United States one 
is struck by the soltness of water 
where there are large populations. 
\nd in the other areas there are 
water solteners for large industrial 
users. Industrially it is cheaper to 
supply softened water than to use 
synthetics and incidentally that 
factor is spreading down into the 
household. So, industrially, un 
buffered and soft waters are the 
rule. ‘Then soap and synthetic 
concede synthetics to Canton, 
Ohio in unsoltened water and take 
all of New York. We concede the 
unsoftened water supplied Califor 
nia and we will take practically all 
ol New England. 

Where they compete on even 
terms in this restricted area soap 
Wins in a walk. It is the superion 

> Position on soaps taken by Dr. Snell in dis- 
cussion of Industrial application of Soaps and 
Detergents with Dr. John McCutcheon at meet 


ing of American Association of Soap & Glycerine 
Producers. 
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Dr. Foster Dee Snell 


detergent in solt water as I can cite 
by research data. 

\nd if you have to have your 
hands in contact with a detergent 
for long times, such as a_ pearl 
diver—a hand dishwasher in a res- 
taurant—then soap leaves the skin 
in much. better condition. Syn 
thetics defat the skin much more 
than soaps do. 


Street Cleaning With Detergents 


Dr. McCutcheon claims the job 
of cleaning streets and sidewalks 
for synthetics, even in New York. 
Okay, he can have them—there’s 
divided allegiance for modestly 
may we say that we put them in 
the sidewalk cleaning field. But 
there’s a lot of time going to elapse 


before tonnage will be used for 
that purpose. 

‘To bring out the effectiveness ol 
soap as compared with synthetics 
I want to turn to some ol our own 
experimental results, just spotting 
typical data with no tables. ‘Those 
data, applicable to either indus- 
trial or home use of soaps show 
conclusively that soap retains its 
position of superiority as a deter- 
gent molecule; it possesses the 
greatest surface activity. In appli- 
cation this carries over from wash- 
ing of cotton fabrics to all forms ol 
general cleaning. 

\ number of physical tests are 
useful in studying the relative sur- 
face activity of various types ol 
agents. We always start with the 
simplest surface tension and inter- 
facial tension as measured with the 
dunouy tensiometer and use these 
as screening tests to eliminate 
promptly such compounds as may 
be low in surlace-active properties. 

Interfacial tension of the sample 
solution is measured against ben 
zene containing 0.1 per cent of oleic 
acid; this because the trace of acid 
in the nonequeous phase is more 
nearly parallel to the oily matte? 
and soil than would be a mineral 
oil like nujol which is sometimes 
used for interfacial tension studies. 

Reduction of surface tension 
corresponds to the ability of the 
detergent solution to penetrate 


Varch, 1950 221 










In each of these great centers of the Soap, Perfumery and Cosmetics industries there t 
is a Chiris company, with a complete production and distribution service. These com- 
panies pool all the experience and technical resources which nearly 
200 years of outstanding leadership in the World’s Essential Oil and \ 


Aromatic industries have made available to the House of CHIRIS. 





ANTOINE CHIRIS. Co. Inc. 


ESTABLISSEMENTS ANTOINE CHIRIS ANTOINE CHIRIS, LTD. 
GRASSE - PARIS LONDON 








222 March. 1950 The American Perfumer 





on, ee 


into the fine capillaries and inte1 
stices of fabrics. Reduction of inte1 
facial tension corresponds to the 
ability of the detergent solution to 
wet an oily surface and to emulsify 
nonaqueous liquids. Effective su 
face-active agents in solution re 
duce surface tension from 72 dynes 
per cm, for plain water to a range 
25-35 dynes per cm. They will 
reduce interfacial tension against 
benzene containing 0.1 per cent ol 
oleic acid trom about 29 dynes per 
cm. for plain water to 5 dynes pet 
cm. or less. 


ol 


A Look at the Record 


Like Al Smith let’s look at the 
record. In terms of surface tension 
values at 0.1 per cent they are in 
order of decreasing effectiveness: 
coco-tallow soap 22.8 dynes, so 
dium lauryl sulfate 27.9 dynes, a 
nonionic 28.7 dynes, an alkyl aryl 
30.6. Values over 30 dynes aren't 
very good. In interfacial tension 
the soap is 2.0, alkyl aryl 2.5, sodium 
lauryl sulfate 2.7, the nonionic 
16.5. A value should be under 5 
dynes to be effective. In each soap 
is best. 

A method of evaluation which 
appears to be more significant in 
terms of powerful detergent abil- 
ity is measurement of dispersing 
power. This shows whether an 
agent is effective in suspending 
solid particles and emulsifying 
liquid particles and keeping them 
suspended to prevent redeposition. 

For this measurement, 200-mesh 
burnt umber is coated with 4 per 
cent of an oil mixture containing 

per cent of oleic acid, details are 
published. A definite weight of 
oiled umber is shaken with a solu- 
tion of the sample surface-active 
agent in high-form nessler tube 
under fixed conditions, and al- 
lowed to stand for two hours. The 
middle portion is then removed 
for reading in an electric Jackson 
lurbidimeter. The greater the 
height of the column before the 
light disappears, the less material 
there is in suspenison, and the 
poorer is the dispersing power of 
the dissolved agent. In order that 
a high figure will correspond to 
high dispersing power, we use a 
reciprocal value; dispersing power 
equals 1 R x 100. 

Bearing in mind that a high fig 
ure is desirable these show the coco 
tallow soap 37.0, the alkyl aryl 
the nonionic 7.1, the sodium lauryl 
sulfate 5.7. Good values are all 
above 10 units. This particulan 
property is the one in which syn 
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The job of cleaning streets and sidewalks even in New York is conceded to synthetics by Dr. 


Snell but he says a lot of time will elapse 


thetics are most strikingly defi- 
cient, 

We have a new measure of dis- 
placement of oil from fabric; de- 
tails were in November Jndustrial 
and Engineering Chemistry. In 
this sodium oleate takes 88 seconds 
while an alkyl aryl sulfonate has 
not performed in 120 seconds. 

Washing tests which compare 
the effectiveness of soap with that 
of 90 per cent-active alkyl aryl sul- 
fonate, each at 0.2 per cent con- 
centration, show soap to be the 
more efficient cleaning agent on 
the following fabrics: cotton, vis- 
cose rayon, viscose rayon’ with 
urea-formaldehyde finish, nylon, fi- 
bre glass, and silk. On wool and 
acetate rayon washed under the 
same conditions the sulfonated de- 
tergent was more effective than 
soap. So, generously, synthetics can 
have the wool business and leave 
the cotton and viscose rayons for 
the soaps. 

Washing of standard soiled cot- 
ton is a favorite method of evalua- 
tion of cleaners. We use standard 
soiled cotton attached to clean 
towels to give a suitable size of load 
in a mechanic al washer. The de- 
tergents were used at 0.2 per cent 
concentration, 

The improvement in reflectance 
was coco-tallow soap 22, alkyl arvl 
sulfonate 19, nonionic 18. Actually 
that wasn’t zero hardness water, it 
was 5-grain, quite soft. 

Even at 15-grain hardness soap 
was better than a nonionic. And at 

per cent coco-tallow soap gave 
16.9 regain with an alkyl aryl sul- 
fonate only 10-4. 

Before we leave hard water let’s 
mention builders. If people do not 
have a softener they can use either 


a polyphosphate tripoly alone 


will exceed 100,000 tons in 1950 


before tonnage is USsé d for that purpose. 


or the new organic sequestering 
agents when they come down in 
price. Then soap will perform 
even in hard water. 


Economic Considerations 


Now let’s look at the economics. 
Soap made from 25 cents tallow 
competed with synthetics. 

Today the rate ol production ol 
soap is about four times that 
of synthetics. Several competent 
guesses indicate that it is highly 
improbable that soap will be less 
than 3 times synthetics at any time 
in the next 10 years—that’s as far 
ahead as one ventures to guess that 
the world will continue to exist. 

With the 1948-9 break in prices 
of raw material for soap to realis- 
tic levels, the edge it has in price is 
tremendous. For industrial pur- 
poses unbuilt soap is competitive 
pricewise with alkyl aryl sulfonate 
containing 60 per cent of builder 
and with sodium lauryl sulfate 
containing 75-80 per cent of build- 
er. On the basis of active agent 
there was no competition even at 
higher soap-stock prices and at 
present levels the unbuilt synthet- 
ics cost’ two-and-a-half times as 
much as unbuilt soap. 

Again, briefly, — conventional 
soap is quite simple to manufac- 
ture—it’s not always made simply. 
By contrast I estimate that the cost 
of plant for manufacture of syn- 
thetics from the hydrocarbons 
costs 5 to 10 times as much pei 
unit of production. If you have to 
you can make soap solely by stir- 
ring with caustic at a cost for 
equipment less than one-thou- 
sandth that of making synthetics. 

You have to store these prod- 
ucts except when anhydrous soap 
is not hygroscopic. Compare that 
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with some of the performances ol 
synthetics which often take up 
moisture and cake. ‘The patent lit 
erature these days is tull of pro 
posed solutions of a problem with 
synthetics which doesn’t exist with 
soap. 

There’s a_ psychological factor 
too. The stable form of soap in com 
parison with the thin flimsy lather 
ol synthetics is a decided advan 
tage. If you doubt that try to con 
vince a commercial laundryman 
that the foam from the synthetic 
is as good as that from soap. 

\nd you have to get detergents 
oul as well as in. So when you 
launder with soap, you rinse out 
most of it and destroy the rest by 
souring. You can’t do that with 
synthetics, you have to rinse, and 
rinse, and rinse, and water costs 
money when used in volume. 


Rebuttal 


In his rebuttal Dr. Snell 
brought out these points in an- 
swer to Dr. John McCutcheon 
who took up the cause for deter- 
gents. 

Dr. McCutcheon has conceded 
that soap is less expensive than 
synthetics. He has emphasized the 
variety of synthetics available. 
There is a variety—I agree. ‘There 
are a few basic industrial soaps, 
mainly “Tallow Chip with lesser 
amounts of Brown Bar and a lot 
of small uses of others. As to syn 
thetics: it takes a special educa 
tion—or you have to hire a con 
sultant—to know which to select 
from the maze of types. 

Earlier I mentioned the relative 
prices of soaps and anion-active syn 
thetic, their real competitors. But 
when we venture to include nonion 
ics and cationics the situation is 
even more striking. Neither of them 
could be bought in carloads under 
35¢ a pound today. I'm washing out 
theory and talking sheer practicali- 
Lies. 

Dr. McCutcheon has mentioned 
that alkylaryl sulfonates are bac 
tericidal. Agreed—our laboratory 
has published data on that sub 
ject, but so are soaps. I am sure 
that many of you are familiar with 
summaries by Dr. Klarman on that 
subject’ published from time to 
time in Soap. 

Price instability of soap engen 
dered by war has been mentioned. 
\gereed. But I wonder if anyone 
tried to buy any synthetics during 
war time. And what did one get? 
Soda Ash with the active agent 
put in with a pepper shaker—I 
didn’t even say a salt shaker. They 
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were extended by the manufactun 
ers and again by two successive 
subsequent hands. I have found 
commerical so-called synthetics on 
the market that analyzed less than 
| per cent active agent. 

With substantial markets for 
both soap and synthetics and com- 
peting, a free market will cause 
one to move with the other just as 
bean oil. 

By no stretch of the imagination 
do some soaps call on edible fat 
stocks. Under conditions of strin- 
gency they can be made from tall 
oil, better yet the recovered fatty 
acids of tall oil. By a current proc- 
ess they can even be made from 
hydrogenated recovered fatty acids 
which will closely compete with 
tallow. 

Again let’s be practical. No syn- 
thetics are today made from tal- 
low, the preeminent soap fat. ‘They 
are made largely from coconut oil 
only, secondarily from soft oils. Co- 
conut oil has to be imported. Dr. 
McCutcheon did not intend to im- 
ply that all fats can be made into 
synthetics. He could easily have 
been misunderstood as meaning 
that. Actually in fat stocks there is 
only a moderate overlap although 
I will be the first to concede that 
in World War II synthetics robbed 
soap of coconut oil because of 
armed services priorities. 

In recent years the weight of re- 
search has been applied to  syn- 
thetic detergents, with relatively 
very little on soap. I venture to 
speculate that a comparable ex- 
penditure on uses of soap would 
expand its uses radically. 

Phe tonnage of industrial prod- 
ucts containing synthetics will be 
large because of things like pow- 
dered cleansers containing little 
more than a trace. But the tonnage 
of industrial soaps will far surpass 
the tonnage of industrial synthet- 
ics far over the horizon—which 
means as far into the distance as 
any of us can see. The criterion is 
performance per dollar with every- 
thing considered. 

Finally, industrial have 
nondetergent uses too. IT mention 
only one—as the emulsifier in po 
lvmerization of synthetic rubber. 
That's a nice large tonnage use. 


soaps 


Summary 


In summary, I contend that soap 
will hold the industrial market be- 
cause: 

1. It possesses a more highly sur- 
face-active structure in soft water 
than any synthetic now known. 


2. It is simpler to manufacture 


and lower in cost than any syn 
thetic, either on a price per pound 
basis or on performance per dol 
lar expended. 

While synthetics may take 25 pei 
cent of the retail market I do not 
believe that they can take 10 pe 
cent of the industrial market that 
soap had 20 years ago. ‘The place 
to sell a flashy gadget at an elevated 
price is to the gullible public, not 
to hard-headed purchasing agents. 





Liquid and Non-Liquid Soap 


Sales for 1949 


Sales of non-liquid soaps as re 
ported by 92 manufacturers for the 
entire year 1949 totaled 2,440,815,- 
000 pounds according to Roy W. 
Peet, Manager of the Assn. ol 
American Soap & Glycerine Pro- 
ducers, Inc. 

The Association Sales Census, 
taken quarterly, further indicates 
sales of liquid soap in 1919 as re 
ported by 59 companies totaled 6, 
039,000 gallons. Synthetic dete 
gent sales by 37 reporting manu 
facturers amounted to 712,456,000 
pounds. 

Based on data supplied by regu 
lar Census participants, which 
makes comparative analysis possi- 
ble, non-liquid soap sales for the 
fourth quarter of 1949 were 29 pe 
cent less than the third quartet 
1949, 14 per cent under the fourth 
quarter 1948, and for the entire 
vear 1949 were 5 per cent unde 
sales for the year 1948. 

Comparable liquid soap sales for 
the fourth quarter 1919 were 16 
per cent above the third quarter 
and 2 per cent above the fourth 
quarter 1948. For the entire year 
1919, liquid soap sales exceeded 
1948 sales by 7 per cent. 

No comparable data are availa 
ble for synthetic detergent , sales. 
For the fourth quarter 1949, 37 
manufacturers reported sales total 
ing 181,323,000 pounds and for the 


entire vear 1949, 712,456,000 
pounds. In 1948, 17 companies 
reported fourth quarter — sales 


amounting to 120,375,000 pounds 
and for the entire year 1948, 401, 
863,000 pounds. 


Fels Celebrates 
90th Birthday 


Samuel S. Fels, president of the 
Fels Naphtha Soap Co., recently cel 
ebrated his 90th birthday with a 
few friends. Mr. Fels is well known 
in Philadelphia as one of the city’s 
leading philanthropists and civic 
leaders. 
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(ne Fraqrance. May Be Worth 





ca No doubt about it! Products sell chemists and perfumers have a wealth of 
better—and with less selling effort- experience on every type of odor problem. 


when correctly perfumed. 


3 They can show you how to mask or denature 
However— the selection of the right odors of raw materials. They can show you 
fragrance for a new product is both an art how to add an acceptable fragrance— 
and a science. or neutral tone—to almost 


When you need help, consult with us. Our any finished product. 
. e 2 4 = S -y 2. aA eg 
Write, or call us—now! ASS Sak SS 
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NAUGATNS For vrou indi ond JX NAUGATUCK & AROMATICS *s 


commercial uses. DIVISION OF UNITED STATES RUBBER COMPANY 








SOAPOLS—For bar, paste and liquid soaps. KR 254 Fourth Avenue, New York 10, N. Y.— 701 South La Salle Street, Chicago 5, Illy 


Toronto — Montreal 
Sole Distributors for: 
BRUNO COURT, S. A., GRASSE, FRANCE f 







SHAMPAROMES—Feor liquid, cream and paste 


shampoos. 


MODERN BASES—For fine perfumes, colognes, 


toilet waters, toilet preparations, etc. 


CREAMODORS—For all types of creams and lotions. 


MANUFACTURERS OF AROMATIC CHEMICALS—IMPORTERS OF ESSENTIAL OILS 
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Hints for Improving Production 


Metal in processing equipment 


jacketed kettles 


. . Eliminating steam waste from 


Accelerating flow of semi-viscous liquids 


. . » New and improved equipment . . . Processing Literature 


M OST perfume ingredients 

have a tendency to oxidize 
which is increased if there are 
traces ol copper from any source in 
the perfume. Consequently _ per- 
fume mixtures should be kept from 
contact with the air and com- 
pletely away from any contact with 
copper or its alloys. Contact with 
metallic iron also has a bad effect 
on color and odor. So, since it is 
easier to prevent contamination 
than to cure it with antioxidants, 
processing kettles, agitators, meas- 
uring equipment, tanks and pipes 
should be strictly free from copper 
and metallic iron. Such equipment 
made from glass, glass lined steel, 
aluminum, nickel or stainless steel 
generally seems to serve this pur 
pose, However it is still good pro 
cedure to get the advice of a relia- 
ble equipment manufacturer as to 
which type is most suitable for any 
particular purpose. 


Shipping Box Slipping 


For preventing corrugated ot 
solid fibre shipping boxes from 
slipping when being handled as 
pallet loads powdered rosin may be 
applied to the bottom of each case. 
\ box filled with powdered rosin 
may be installed around one of the 
rollers in the conveyor, As the ship- 
ping containers roll over the box 
of powdered rosin a small amount 
is applied to the bottom of each 
box. 


Eliminating Water Hammer 


Needless waste of steam may be 
avoided if jacketed Steam kettles 
are properly installed. The com- 
mon practice of hooking the in 
take to the steam line and allow- 
ing the outlet to discharge into the 
sewer line very often produces a 
water hammer which opens the 
seams causing leaks to develop. Of 
course the leak is noticed but no 
attention seemingly is paid to the 
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waste of steam. The wisest course 
in an installation of this kind is to 
install steam trap on the outlet 
side, regardless of whether it dis- 
charges into the sewer line or is 
connected to the boiler return line. 
Under such circumstances the ket- 
tle not only heats quicker but there 
is no loss of steam. 


Semi-viscous Liquid Flow 


When a semi viscous liquid flows 
too slowly to the pressure filling 
machine or siphon, as would be the 
case where the only head available 
is from an elevated tank or mixer, 
a simple arrangement may _ be 
adopted to accelerate the flow. This 
may be accomplished by means of 
a small centrifugal pump in the 
pipe or hose from the tank or 
mixer to the filler. The liquid sup- 
ply is hooked directly to the intake 
side of the pump and the disch: irge 
side of the pump, with a tee, then 
discharges from one arm of the tee 
to the filler and the other arm of 
the tee returns any excess delivery 
back into the top of the tank or 
mixer. The pipe or hose with the 
excess may then be raised or low- 
ered to get any desired rate of flow 
at the filller. 


Remote Control of Metering 


Remote control of accurate me- 
tering at low cost is afforded by the 
new electronically controlled me- 
tering pump offered by Eastern In- 
dustries Inc. according to that com 
pany. The pump, it is stated, in- 
corporates features never before 
offered in metering pumps. It is 
operated by an electronic: ally con- 
trolled solenoid providing accu- 
rate, variable control of the num- 
ber of strokes per unit time. Addi- 
tional adjustment, it is pointed 
out, of the leneth of stroke is avail- 
able to a maximum output of 0.8 


cubic inches per stroke. The unit, 
it is added, has a special mechani- 
cal sealing arrangement which 
eliminates stuffing box adjustments 
and periodic maintenance. The 
electronic timer using conserva- 





Electronically Controlled Pump 


tively loaded components requires 
relatively no upkeep and is built 
to run continuously for years with 
no replacements. Once installed, 
the makers emphasize, the pump 
requires no attention as all work- 
ing parts are self lubricated. The 
overall size of the unit is: timer, 
93, x 4x 5 in. high; pump, 61, x 


114, x 254 in. deep. 


High Quality Water 


Extraordinarily pure water— 
containing less than one part of 
ionic solids per 100 million parts 
of water—may now be produced by 
simple passage through a mixed 
bed of Amberlite ion exchange res- 
ins according to the Rohm & Haas 
Co. The new technique, it is 
pointed out, permits complete re- 
moval of inorganic salts without 
deviation from chemical neutral- 
ity, pH 7. The mixed bed develop- 
ment the company states, must rate 
as one of the really fundamental ad- 
vances in the field of ion exchange. 
It is simpler, faster and cheaper 
than two bed systems and_ the 
chemical quality of the water it de 
livers—almost without regard to 
source—means good news where 
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extremely pure water is required 


or wherever ionized impurities 
tend to upset the processing apple 
cart. A complete deionizing unit 
easily carried under the arm will 
be announced soon. 


New Line of Pulverizers 


\ complete line of impact pre- 


cision type pulverizers for granu- 
lating, wet milling and fine grind 
ing will be manulactured by the 
Pulva Corp. which has been organ- 
ized by F. Elmer Oswald. Mr. Os 
wald has been associated with the 
pulverizing machinery business for 
23 years. Announcements of the 
new equipment will be made in 
the near future. 


One Man Conveyor 


\ small powered conveyor that 
may be pulled by one man is of- 
fered by the Rapids-Standard Co. 
Inc. for loading and unloading box 
cars and trucks, stacking cartons 
and boxes and boosting items on a 
gravity conveyor. The unit may be 
powered from any wall outlet. 


Conveyor Chain for Small Goods 


For conveying bottles, cans and 
small package goods steadily the 
Whitney Chain & Manufacturing 
Co, offers a new all welded plat 
form conveyor chain. It is claimed 
to provide smooth, steady travel 
for all types of bottled and pack- 
aged goods regardless of the length 
and speed of the conveyor line. 
Phe roller chain construction in- 
volves no hinge joints operating 
under tension and contributes to 
absorption and cushioning — ol 
shock loads. “Papered head pins 
make chain assembly and disassem- 
bly easy. ‘The top. plates have a 
new style beveled edge for safer 
transler of materials. 


Soldering Stainless Steel 


For soldering of stainless steel, 
monel, tinned steel, copper, brass 
and galvanized iron Farsol solder- 
ing paste is offered by the Farrelloy 
Co. A non-ionic chemical in it re- 
duces surface tension on the metal 
to be soldered and also increases 
the fluidity of the solder, the com 
pany states, permitting tinning ol 
300 per cent greater area with the 
same amount of flux. The paste is 
said to have a long fibre base that 
will not break down under the 
heat of a torch allowing the free 
flow of solder in sweated joints. 
Dehydration during manufacture 


ty 
to 
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it is added, prevents sputter or 
boiling when being used. 





Processing Literature 


How to Handle Adhesives for 
Transparent Films is the subject of 
a pocket sized booklet issued by 
National Adhesives. Characteristics 
of all principal types of transpar- 
ent films including cellophane, 
pliofilm, polyethylene ree cellu- 
lose acetate are described in chart 
form. 


Safe Handling of Radioactive Is- 
otopes is a handbook selling for 15 
cents issued by the National Bu- 
reau of Standards and available 
from the Government Printing OF- 
fice, Washington, 25, D.C. The in- 
creasing use of radioactive isotopes 
by industry makes the recommen- 
dations it contains timely. 


A condensed summary of high 
vacuum processing equipment 
made by the F. J. Stokes Machine 
Co. is given in a 4-page folder 
which will be sent to anyone inter- 
ested. 


Uses, properties and chemical re- 
sistant properties of ‘Tygon flexible 
plastic tubing are given in a 24- 
page booklet issued by the U.S. 
Stoneware Co. Almost any ques- 
tion that could be asked about this 
tubing is answered in this booklet, 
known as bulletin T-77, which may 
he had for the asking. 


Personal protective equipment 
and industrial safety devices are 
covered in the 1950 issue of “Every- 
thing in Safety,” a 46-page illus- 
tr ited catalog, issued by the Gen- 
eral Scientific Equipment ( 10, Cop- 
ies will be sent on request. 


How to Pack It is the subject of 
a 32-page catalog type booklet is- 
sued by the Hinde & Dauch Paper 
Co. which outlines the specific uses 
lor 76 different types of corrugated 
boxes. Copies are available on re- 
quest. 


The New 1950 Latin American 
Guide of the American Foreign 
Credit Underwriters Corp. _ lists 
more tham 95,000 individual buy- 
ers and sales representatives, man- 
ulacturers, distributors, dealers, 
exporters and government entities 
in all Latin American countries. A 
market survey of each country with 
maps and other relevant data is in- 
cluded in it. 


Technical assistance for under- 
developed countries through the 





Point 4+ program and overseas is 
covered in the United Nations Sci- 
entific Conlerence on the Conser- 
vation and Utilization of Re- 
sources. While the report normally 
sells for 50 cents a copy may be had 
without charge by writing to R. 5S. 
Aries & Associates, 26 Court St., 
Brooklyn, 2, N.Y. 


Dithizone as an analytical vea- 
gent is the subject of the latest or- 
ganic chemical bulletin of the 
Eastman Kodak Co. ‘The — bul- 
letin was written by C. W. Zuehlke 
of the research laboratories. 


Data sheets describing the new 
synthetic waxes, fatty acid esters 
and products for the food industry 
ollered by the Glyco a Co, 
26 Court St., Brooklyn, . have 
been prepared to aid ce or 
ers. Three new catalogs describing 
all of the company’s products PIN 
ing chemical, physical and use d: ita 
will also be sent on request to the 
company. ‘The catalogs are: Esters 
by Glyco, Synthetic Waxes by 
Glyco and New Products for the 
Food Industry. 


Modern electro optical instru 
ments in industry such as the in 
frared spectrometcr, the flame pho 
tometer, the continuous infrared 
analyzer and the ‘Viselius electro- 
phoresis apparatus are treated in 
a new publication gotten out by 
Perkins—Elmer Corp. called Instru- 
ment News. 


Culling production costs with 
electronic controls is the tithe of a 
62-page booklet gotten out by Pho- 
toswitch Ine. which contains 15 
case studies. 


Water refrigerators ollered by 
the Oscar Fisher Co. Inc. are ade 
quately described an illustrated in 
a leaflet that will be sent to any- 
one interested. ‘The new refrigera- 
tors the makers state afford com- 
plete hermetic sealed equipment 
in all sizes for the first time. Each 
refrigerator will also supply hot 
water when needed. Cooling capac- 
ities, etc. are given in the leaflet. 


Iluid pressure and load cells 
made by the Baldwin Locomotive 
Works, ‘Testing Equipment Dept. 
are each adequately described in 
two leaflets available on request. 
‘The load cell is a compression unit 
only translating changes in weight 
into changes in electrical energy. 
The pressure cell is a pressure sen- 
sitive device in which variations ol 
gas or liquid pressure sg e cor- 
responding Variations in electrical 
output. 
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MARYLAND GLASS 


The glitter, glamour and grace of stylish, crystal clear packaging can be yours for a 
reasonable cost when you pack to attract in Maryland Glass. A wide variety of smart 
designs in a complete range of sizes are constantly in stock, ready for immediate shipment. 
Let us show you how economical these shopper stoppers can be. Just drop us a line giving 
the nature of your product and the sizes in which you pack it. We'll send you appropriate 
samples and complete details. No obligation, naturally, so write today. 


MARYLAND GLASS CORPORATION @ BALTIMORE 30, MARYLAND 


ato) eke we 
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SQUAT JAR 





Old-time perfume flacon and cosmetic box from the Paris Collection 
of the late Leon Givaudan 















theres more toa 
than mecls the nose 





k:very fine perfume is a scientific as well as an artistic achievement. 





For the research chemist is continually providing the perfumer with finer and more 
varied materials that broaden the scope of his creative efforts. 
Among the many materials from the Givaudan 


laboratories which represent years of untiring research is 


AMBRE TTOLIDE L.G. 





Typical of the musky-amber note which characterizes oil 

of ambrette seed, but without the limitations of the natural oil, this 

synthetic lactone is destined to be the leader 

of a new cycle in creative perfumery. Its deep floral tone, its purity, continuity 
and tenacity of odor enable the perfumer to vary 

the effects as in a musical harmony; while its vitalizing and harmonizing 


power is the answer to many a problem of fixation. 





Grate id istinction throu gh 


‘NX. / F |. wal s 
Waudall-} pelaWallla, 
Inc. 


330 West 42nd Street, New York 18, N. Y. 


Branches: Philadelphia + Boston + Cincinnati + Detroit « Chicago + Seattle + Los Angeles + Montreal + Toronto 





EF. really fine flowery fragranee—he it in creams, lotions, 


powders or even extract or cologne strength——you will find that Floralie 
No. 21 gives amazing results at surprisingly low cost. 

The price of Floralie No. 21 is $7.50 the pound or 60 cents the 
trial ounce, and only by actually examining this new creation can you 
really appreciate its outstanding value —perfume-wise and dollar-wise! 

We shall be glad to send you a testing sample of Floralie No. 21] 


upon request. 


COMPAGNIE PARENTO 
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NEW YORK DETROIT CHICAGO LOS ANGELES SAN FRANCISCO TORONTO MONTREAL 





New Products and Developments 


Bar Charts 


For presenting facts graphically 
Bar Charts are offered by Zippo 
Bar Charts. With them no ruling, 
ink, cri 1yon, paste or tape is neces- 
sary. The charts have —— space 
at the top for writing or printing 
any caption desired, 


Plastic Binding 


Plastic binding of printed, type- 
written or other loose material is 
now possible in every office, big or 





Plastic Binder in Use 


small, if the new low cost Model 
12 Plastic Binding Equipment is 
employed according to the General 
Binding Corp. It enables users to 
cut binding costs materially over 
older methods and, it is stated, 
pages turn easily on polished plas- 
tic rings and open and stay flat. 
New pages are easily added. Fon 
sales presentations, personal let- 
ters, photographs, printed circu- 
lars, typewritten sheets, samples, 
etc. may be bound together with 
applicable catalog pages. 


Maleo-pimaric acid 


Maleo-pimaric acid, a new na- 
val stores product developed by the 
Dept. of Agriculture, has possibili- 
ties for use in the preparation of 
emulsifying agents, resins and 
plasticizers. ‘The development has 
reached a stage where commercial 
testing is feasible and where sam- 
ples for tests are available on re- 
quest to prospective users. Maleo- 
pimaric acid is the adduct of 
maleic anhydride with the levo- 
pimaric acid of pine gum. It is a 
white, crystalline, tribasic product 
with an acid number in acetone 
solution of 420 and a molecular 
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weight of 400. The pure a 
melts at 229 to 230 deg. C. It is 
soluble in acetone, ether, alcohol 
and aromatic solvents and is prac- 
tically insoluble in aliphatic hy- 
drocarbons. Samples may be had 
from the Naval Stores Research 
Div., Southern Regional Research 
Laboratory, Bureau of Agricul- 
tural and Industrial Chemistry, 
2100 Robert E. Lee Blvd., New 
Orleans, 19, La. 


Free Appraisal of Packaging 


Makers of packaged products 
are offered a free evaluation of 
their present packaging by W. C. 
Ritchie & Co., 8801 Baltimore 
Ave., Chicago, Ill. an 84 year old 
paper box company which manu- 
factures set up boxes, transparent 
containers, fibre cans, tubes, spools 
and folding cartons. J]. H. Crones, 
president, in announcing the free 
service stated: “We find that pro- 
gressive users of packaging are al- 
ways desirous of making improve- 
ments and we are now making it 
possible for them to obtain with- 
out expense the authoritative 
opinion of a nationally known 
package designer, David Chapman, 
who will evaluate their packages 
on such essential factors as eye ap- 
peal, product requirements, mate- 
rial suitability, economy and mer- 
chandising considerations and other 
elements that enter into the develop- 
ment of a good package.” 


Spirit Duplicator 


A new model spirit duplicator 
which is said to reproduce 300 
clear copies of any typed, written 
or drawn material in sizes ranging 
from post card to 814 x 14 in. ‘and 
in one to four colors simultane- 
ously, is offered by Empire Special- 
ties Service. No plates, gelatine, 
ink, stencils or type are required 
it is stated. 


New Amber Stock Containers 


Duraglas Driline Rounds, a new 
amber stock line of glass contain- 
ers which are claimed to afford pos- 
itive protection against moisture 
and air for dry phi irmaceuticals 
are a recent development of the 
Drug and Chemical Industries 
Div. of the Owens-Illinois Glass 
Co., Toledo, Ohio. They come in 


14 sizes and only four different cap 
sizes are required for the entire as- 
sortment of containers. Since sup- 
plies of these containers are main- 
tained by the manufacturer as a 
stock line packers of dry pharma- 
ceuticals can dispense with huge 
stocks of empties maintained for 
future needs. 


Dry Flow Starch 


A new product, Dry-Flow, a 
finely divided powder of such silk 





Runs with Freedom of a Liquid 


like texture that it flows almost 
like water is announced by the Na- 
tional Starch Products Co. It is hy- 
drophobic and hence is not wetted 
by water and cannot be gelatinized 
by heating in water and floats on 
the surface of water without 
clumping. Potential applications 
include its use in cosmetic pow- 
ders. 


Idea for Direct Advertising 


Savings in printing costs may be 
effected if the Downing Self 
Mailer is used in direct advertising 
according to Downing, Inc. The 
patented Downing self mailer com- 
bines a locked-in business reply en- 
velope and_ pre-addressed order 
form or a return reply card. 


New Odorants for Rubber 


Commercial quantities of a new 
series of odorants for rubber and 
related products such as girdles, 
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Send the Right 
Message to the 
Right People 

Paid subscriptions and re- 
newals, as defined by A.B.C. 
standards, indicate a reader 
audience that has responded 
to a publication’s editorial 
appeal. With the interests 
of readers thus identified, it 
becomes possible to reach 
specialized groups effective- 
ly with specialized adver- 
tising appeals. 
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A.B.C. AUDITED CIRCULATION FACTS AS A BASIC MEASURE OF ADVERTISING VALUES 






















Rule of Facts 


HERE is no substitute for FACTS. That goes 

for measuring advertising values or making 

laboratory tests of materials for your factory. 
When you buy advertising space in a publication you 
have a cash investment in every copy of the issue that 
carries your sales message. Obviously some of the 
people who receive the paper are better prospects for 
your goods and services than others. Thus the distribu- 
tion of your advertising, via the publication, becomes 
a No. | factor in the success or failure of your invest- 
ment. To appraise a publication’s advertising value to 
your business therefore it is necessary to have all the 
facts about its circulation. 

Factual information regarding the identity, quality 
and size of business paper audiences is available to 
advertisers in the reports issued by the Audit Bureau of 
Circulations. The Bureau, a cooperative association of 
3300 advertisers, advertising agencies and publishers, 
has established standards for measuring circulations— 
maintains a staff of experienced circulation auditors to 
audit the circulations of publisher members—issues 
the information thus obtained in A.B.C. reports for 
space buyers to use in evaluating, comparing and 
selecting media. 

The audited information in A.B.C. business paper 
reports includes the answers to these questions: How 
much paid circulation? How much unpaid? What do 
subscribers pay? What is their occupation or kind of 
business? Were premiums used as circulation induce- 
ments? How many subscribers renewed? How many 
are in arrears? Where are the subscribers located? 

By using the audited information in A.B.C. reports 
in connection with market facts you can accurately 
judge media for its advertising value to your business. 
This business paper is a member of the Audit Bureau of 
Circulations. Ask for a copy of our A.B.C. report 
and then study it. 
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dress shields, toys etc. are now 
available from E. I. duPont de- 
Nemours & Co. Introduction of the 
odorants marks the company’s 
formal entrance into the industrial 
aromatics business. 


Portable lon-Exchange Unit 


Water which is virtually free 
from ionized impurities may be 
produced quickly and at low cost 
by the new mixed-bed technique 
of ion exchi inge operated in a min- 





Meter Shows Output Quality 


lature exchange unit which weighs 
5Yy Ibs. and requires only one third 
of a square foot of bench space ac- 
cording to the Crystal Research 
Laboratories Inc. The new appara- 
tus called the Deeminizer is stated 
to yield up to five gallons of water 
per hour equal in chemical qual- 
ity to triple distilled. It is fed with 
ordin: ry tap water. In operation a 
jar of water is up-ended in the top 
of the 


tube; the water passes 
through glass fiber filters which 
remove physical impurities then 


through the bed of resins which ad- 
sorb the ionized impurities, 


Cleartype Maps for Business 


Cleartype black and white maps 
olf the United States in seven differ- 
ent classifications; sectional maps, 
state maps, and foreign maps in 
black and white and state maps, 
United States maps and _ world 
maps in colorprint are offered by 
the American Map Co. 


Special Fabric Filter’ Cloth 


For filtration service involving 
strong acids, common solvents, 
greases and acid solids Feon Orlon 
Fabric cloths are offered by Filtra- 
tion Engineers, Inc. They are 
stated to “be bacteria and chemical 
resistant, easy to clean, non-bind- 
ing and long lasting. They are tai- 
lored to fit most types of filters. 
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Trade Literature 


French craftsmanship in cos- 
metic articles and many other 
products is emphasized in a_port- 
folio ““Made in France” which is a 
reprint in color of an article in 
the January issue of Fortune 
Magazine. 


Solubility, surface tension effects 
and stability data of three indus- 
trial surface active agents are given 
in a ten page bulletin issued by 
the Monsanto Chemical Co. It also 
contains formulations for insecti- 
cides, embalming fluid, ete. 


Spectrophotometry is the subject 
of a booklet issued by the National 
Bureau of Standards giving relia- 
ble spectrophotometric data, The 
techniques and data resulting from 
the Bureau's extensive experience 
are presented so that users of spec- 
trophotometers can better under- 
stand their instruments, calibrate 
and maintain them in the proper 
operating condition and guard 
against errors. Instruments and 
methods for use in the ultraviolet, 
visible and near infrared spectral 
regions are considered. A copy may 
be had trom the Government 


Printing Ofhce, Washington, 25, 
D.C, 


Physical Properties of Synthetic 
Organic Chemicals, 1950 edition, 
has been issued in a 16-page book- 
let by the Carbide Carbon Chem- 
icals Corp., 30 E. 42nd St., New 
a ee, 


Problems in marketing of Louisi- 
ana sugarcanes are analyzed in a 
report issued by the Information 
branch, Production and Marketing 
Administration, U. S. Dept. of Ag- 
riculture, Washington, 25, D. C. 
which is available to anyone inter- 
ested, 


Divinylbenzene is described in a 
technical data bulletin just pub- 
lished by Dow Chemical Co., Mid- 
land, Mich. The product is a 
monomeric mixture of the three 
isomers of divinylbenzene and 
ethylvinylbenzene stabilized with 
an inhibitor. Suggested applica- 
tions and procedures are described. 
The bulletin should be of value to 
those interested in the monomer’s 
properties, inhibitors, antioxidants 
and handling precautions. 


Chemonomics is the title of a 
new house organ issued by R. S. 
Aries & Associates. The firm en- 
deavors to eliminate the lag _ be- 
tween technological advances and 





the successful marketing of prod- 
ucts. Among the features of the 
first issue is an article on new op- 
portunities for industrialization in 
some Latin American countries 
and also oflers a new thought on 
industrial profits which should be 
of interest to chemical executives. 
It is a newsy, informative and in- 
teresting publication and if suc- 
ceeding issues are as well done it 
will soon find a place for itself as 
a welcome visitor to the chemical 
executives desk. 


Synthesis of the Hydrazines by 
Rodwick L. Malan is the subject 
of a new organic chemical bulletin 
issued by the Eastman Kodak Co. 


S pec lalties for 
fered by Polak & Schwarz, 667 
Washington St., New York 14, N.Y. 
22 page catalog which is available 
on request. 


Perfumery — of- 


The unusual properties of iso- 
propenyl acetate are outlined in 
a bulletin published by the Ten- 
Eastman Corp. Included 
among the characteristic reactions 
are phenol acetylation reaction 
with alcohol and amines, reaction 
with acids, halogenation and poly- 
merization. 


nessee 


Developing and Selling New 
Products is the subject of a 75 page 
guidebook for manufacturers _ is- 
sued by the U.S. Dept. of Com- 
merce and available from the Gov- 
ernment Printing Office, Washing- 
ton, 25, D.C. for 25 cents. It is 
geared to the manufacturer who 
wants to round out lines, find new 
lines, keep machinery in full time 
operation and provide continuous 
work for his employes. 


Quick Facts About Pyrenones is 
a well prepared folder issued by 
U.S. Industrial Chemicals Inc., 60 


E. 42nd St., New York, N.Y. which 
gives specifications, uses, typical 
formulations and labeling infor- 


mation in an easy to use form. 
Pyrenone is a registered trademark 
to designate combinations of pipe- 
ronyl butoxide and pyrethrins. It 
has been found to be exceedingly 
useful as an insecticide free from 
toxic logical hazards, skin irritants 
and unpleasant odors. 


Developing a Better Personnel 
Selection Program is an 8-page 
pamphlet to help executives re- 
duce costly errors in the selection 
of executive, sales, office and plant 
personnel which will be sent on re- 
quest by the Dartnell Corp. 
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| Books for your office shelf-ready reference to profits 


a 





ERE’S a carefully selected group of books on the soap, cosmetic, and perfume industries. You'll 


find one or more that fit your specific needs. They'll serve you for immediate profits and long- 


term reference. Look them over well. See for yourself their rightful place on your own bookshelf. 


1. PHARMACEUTICAL SELLING, DETAILING & SALES 
TRAINING. By Arthur F. Peterson, marketing and 
management consultant. Specific information the 
man in the field needs to sell more productively, 
how to get dealer co-operation, how to facilitate 
clerical work. Prepares the reader for more scien- 
tific, technical selling required today to keep pace 
with what physicians and dealer expect. Analyzes 
the salesman’s job, shows him how to organize his 
territory, prepare route lists, handle buyers, rate 
physicians, conduct interviews, etc. 374 pages, 
illustrated and indexed. $4.50 postpaid. 


2. THE ESSENTIAL OILS, VOL. Ill. By Ernest Guen- 
ther, Ph.D. Just off the press. First of the mono- 
graph series, describing the oils of the plant fami- 
lies Rutaceae (with special emphasis on the very 
important citrus oils) and Labiatae. Discusses in- 
dividual oils, their botanical and geographical ori- 
gin, methods of cultivation. Techniques of dis- 
tillation and yield of oil, their physicochemical 
properties, chemical composition, total production, 
and uses in industry. Author has integrated results 
of field work, laboratory, and literature. Work of 
hundreds of prominent scientists has been carefully 
screened and edited for your use in this outstanding 
series. Maison G. deNavarre says: “In no other 
work is the treatment of essential oil constituents so 
complete and up-to-date.”” You'll want this latest 
volume of this important series. 777 pages, illus- 
trated and indexed. $10.00 postpaid. 


3. THE ESSENTIAL OILS, VOL. Il. By Ernest Guen- 
ther, Ph.D. This second volume gives data on 
several hundred of the more important constituents 
of essential oils. Describes the structural formulas, 
occurrence, methods of isolation and identification, 
the physicochemical properties of these compounds. 
Essential oil constituents grouped according to the 
class of compound to which they belong. Hydro- 
carbons, Alcohols, Esters, Kezones, Lactones, etc. 
852 pages, illustrated and indexed. $10.00 post- 
paid. 


4. THE ESSENTIAL OILS, VOL. I. By Ernest Guen- 
ther, Ph.D. Covers (1) The Origin and Develop- 
ment of the Essential Oil Industry; (2) The Chem- 
istry and Function of Essential Oils in Plant Life; 
(3) The Products of Essential Oils; Methods of 
Distillation, Enfleurage, Maceration and Extraction 
with Volatile Solvents: (a) Distillation of Essential 
Oils, (b) Natural Flower Oils, (c) Concentrated, 
Terpenless and Sesquiterpenless Oils; (4) The Ex- 
amination and Analysis of Essential Oils, Synthetics 
and Isolates. Indispensable for up-to-date infor- 
mation on chemistry, production, and analysis of 
essential oils. 427 pages, illustrated and indexed. 
$6.00 postpaid. 


5. CONDENSED CHEMICAL DICTIONARY. Compiled 
and edited by the Editorial Staff of the Chemical 
Engineering Catalog, under the editorial direction 
of Francis M. Turner. Lists 18,000 chemicals and 
their synonyms, formulas, colors, properties, con- 
stants, specific gravities, melting and boiling points, 
solubility in water, ether and other solvents, prepa- 
ration and ingredients with process—indispensable 
for all who have occasion to work with chemical 
products or raw materials. 756 pages. $12.00 
postpaid. 


6. SYNTHETIC FOOD ADJUNCTS. By Morris B. Jac- 
obs, Senior Chemist, Chief of the Chemical Bureau 
of Foods & Drugs, Dept. of Health, City of New 
York. Comprehensive handbook of information 
needed to make and use the colors, flavors and 
other synthetic adjuncts employed in the food in- 
dustries. Full direction for their mixing, blending 
and formulation from the many hundreds of indi- 
vidual chemical compounds that enter into food 
production—including flavoring substances, color- 
ing matters, vitamins, vitagens, preservatives, anti- 
oxidants, stabilizers, emulsifiers, etc. 335 pages. 
$5.50 postpaid. 
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7. THE CHEMISTRY AND MANUFACTURE OF COSMET- 
ICS. By Maison G. deNavarre. A new kind of 
cosmetic book—that points the surest way to suc- 
cess in making any product and undertaking any 
problems. Everyone of its hundreds of formulas— 
for cosmetics of all types and purposes—has been 
produced, tested, and proved to work in the author’s 
own laboratory. 745 pages. $9.00 postpaid. 


8. THE LAW OF FOODS, DRUGS & COSMETICS. By 
Harry A. Toulin, Jr. Working manual of Official 
Government Regulation, FDA Trade Correspon- 
dence Rulings, Official Forms and Charts. Thor- 
ough analysis of the decisions relating to: False and 
Misleading Advertising, Unfair Competition and 
Misbranding, Informative Labeling. One large 
volume, 1460 pages. (Will be kept up to date with 
pocket supplements for modest additional charge. ) 
$17.50 postpaid. 


9. PERFUMES, COSMETICS AND SOAPS. By William 
A. Poucher. 


(a) VOL. I—DICTIONARY. Every substance used in 
the manufacture of perfumes and cosmetics fully 
described. Vol. I puts at your command wide 
new resources for developing new products, and 
for effecting economies and improvements by 
choosing the best of all available materials. 440 
pages. $8.00 postpaid. 


(b) VOL. III—TREATISE ON COSMETICS. The best of 
present-day cosmetics explained in detail. How to 
prepare them from commonly available materials by 
easily applied methods. Shows how to vary per- 
fumes and colors to obtain any desired result; warns 
against specific causes of defective products. Each 
chapter covers the many varieties of a type of cos- 
metics, and is loaded with representative formulae. 
The most comprehensive book now available on 
cosmetics—indispensable to everyone in the field. 
288 pages. $7.00 postpaid. 


10. MODERN COSMETICOLOGY. By Ralph G. Harry. 
Partial contents: Emulsions, Cleaning Creams, 
Milks and Lotions. Acid Creams, Face Packs and 
Masks, Mud Creams, Vanishing Creams, Powder 
Creams, Lubricating Creams. Astringents and 
Skin Tonics. Lipstick. Make-up. Face Powders. 
Sunburn and Suntan Preparations. Deodorants. 
Depilatories. _ Antitoxidants. Bath Preparations. 
Bath Oils and Emulsions. Foam Baths. Hand 
Creams and Lotions. Dental Preparations. Mouth- 
washes. Shaving Preparations. Hair Tonics and 
Lotions. Hair Creams and Fixatives. Permanent 
Waving Solutions. Hair Setting Lotions, and Hair 
Lacquers. Hair Shampoos and Soapless Deter- 
gents. Manicure Preparations. Eye Lotions. Baby 


Preparations. Foot Preparations. Insect-Bite Prep- 
arations. Humectants. Acne Preparations. Col- 
oring of Cosmetic and Toilet Preparations. 514 
pages. $12.00 postpaid. 


11. MODERN COSMETICS. By E. G. Thomssen. 
Contents: Cosmetic Classification, Face Powder, 
Creams, Lotions, Deodorants, Bath Preparations, 
Make-up Preparations, Rouges, Eye Preparations, 
Lipsticks, Suntan Preparations. Hair Preparations, 
Hair Waving Preparations, Shaving Media, Denti- 
frices, Miscellaneous Cosmetics, Perfumes, Ma- 
chinery and Equipment for Cosmetics, Packaging 
Equipment and Factory Layout. 644 pages. $8.00 
postpaid. 


12. NATURAL PERFUME MATERIALS. By Y. R. Naves 
and G. Mazuyer. Describes the raw materials used 
in the extraction, choice, purification and recovery 
of volatile solvents; the preparation of tinctures and 
infusions; the treatment of concretes; resins and 
balsams; the extraction of the aromas of fruits and 
distilled flower waters; the manufacture of pomade 
and perfumed oils by the use of vegetable and 
animal fats and mineral oils, properly chosen and 
prepared; the processes of digestion and enfleurage 
on solid and liquid absorbants; and the extraction 
ot decolorized absolutes and pomades from the dif- 
fused products. Contains much information on 
the chemical composition and analytical examina- 
tion of extraction products; descriptions of plant 
and raw materials subjected to extraction. 355 
pages. $6.75 postpaid. 


13. COSMETICS AND HOW TO MAKE THEM. By 
Robert Busby, 3rd edition, 1945. Simply written, 
practical guide for beauty specialists, hairdressers 
and others concerned with preparation of face 
powders, vanishing creams, nail polishes, rouges, 
lipsticks and other cosmetics. Easy-to-follow form- 
ulas and recipes. Illustrated. $3.00 postpaid. 


14. THE SCIENCE AND ART OF PERFUMERY. By 
Edward Sagarin. Covers the entire story of odor. 
Includes history of perfumery, the raw materials 
of the perfumer and the methods of their produc- 
tion, the art of perfumery, the relationship of odor 
to flavor, the commercial development of the odor 
business, the psychology of perfumers—from earliest 
times to the present. 268 pages. $3.00 postpaid. 


15. PRACTICAL FLAVORING EXTRACT MAKER. By 
Kessler. Copies are — slightly water-damaged. 
$2.00 postpaid. 


USE THE COUPON BELOW AND GET YOUR ORDER OFF NOW 
So We Can Mail Your Books Promptly 


MOORE PUBLISHING CO., INC., Book Div., 9 E. 38th St., New York 16, N.Y. 


| have encircled numbers below indicating the books | want: 


123 45 67 8 Ya) 


| have enclosed check or money order for $ 


away. 


NAME 


%b) 10 11 12 13 «+14 «215 


—. Please take care of my order right 








The American Perfumer 





~~ 





oe 


————————————EE 





New Cutex package 


IFlower pot package will be used 
to promote sales of Cutex prize 
Posy nail polish and lipstick. The 
package holds a bottle of nail pol- 
ish, a lipstick, and a finger rest to 
use with the polish. The set will re- 
tail for $.79. 


Peggy’s Own, a new shade of nail 
lacquer and lipstick by Peggy Sage, 
New York, is packaged in a trans- 
parent cylindrical container hav- 
ing a rounded base and top of sty- 
rotoam plastic with the bottle and 
lipstick held between the two 
pieces of plastic. 


Spring package for Roger and 
Gallet’s Blue Carnation Eau de Co- 
logne will be a flat lily-shaped flask 
with a blue plastic cap and a light 
blue box with an embossed blue 
carnation. 


Roux Routine, consisting of 
Roux Creme Shampoo, Creme 
Rinse, and Creme Hair Dressing 
will be marketed by Roux Distrib- 
uting Co., New York. Each of the 
three products comes in a special- 
mold glass bottle with a gray plas- 
tic cap and a gray and white label. 
The bottles are packed in boxes 
which repeat the bottle colors 
against a background of the same 
color as each product. The sham- 
poo and rinse will each sell for 
$1 for eight ounces and the hair 
dressing will retail for 75¢ for 
four ounces. 


Fragrance Forum is the title of 
a new monthly magazine for retail- 
ers published by Angelique & Co., 
Wilton, Conn. The m: igazine con- 
tains articles on sales psychology as 
well as information on Angelique’s 
products. 
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New Packaging and Promotions 


Mother's Day promotion: al mate- 
rial for retailers is being distrib- 
uted by the National Committee 
on the Observance of Mother’s 
Day. Consisting of posters, display 
cards, streamers, pennants and re- 
minder badges, the displays will 
probably be widely used by mer- 
chants. 


Lanvin Travel-Size, by Lanvin 
Parfums, New York, is a new toilet 
water container. Holding 1 1/3 oz. 
it is a cylindrical gold metal bottle 
with a smooth black cap. The 
package will be marketed for six 
weeks beginning April 1. Filled 
with Lanvin’s Arpege cologne, the 
bottle will sell for $2.00. 


Atkinson Colognes, manutfac- 
tured by Unilever Ltd., London, 
England, will be promoted for the 
Easter market by Manufacturers 
Marketing Co., Inc., distributors. 
The cologne comes in eight fra- 
erances and sells from $2.50 to 
$12.00. 


High Adventure, a_ half-hour 
dramatic show broadcast Sundays 
by National Broadcasting Co. has 
been bought by Shulton, Inc., New 
York. The show will be used to 
promote the company’s Old Spice 
For Men alter shave lotion. 


Hopalong Cassidy Pure Castile 
Soap is the latest product of Dag- 
gett and Ramsdell Inc., Newark, 
N.J. The soap comes printed with 
illustrations of the cowboy charac- 
ter and his horse on each bar. A 
box of four cakes of the soap re- 
tails for 59¢ and includes color il- 
lustrations of “Hoppy” which can 
be cut out. 


Double Peony, a new color nail 
lacquer and lipstick by the Chen 
Yu division of Richard Hudnut, 
New York, is packaged in a black, 
gold and red oval box which will 
retail for $1.50. 


Crown Jewel Cologne Parfumee, 
by Prince Matchabelli, Inc., New 
York, is the firm’s bid for the 
Easter and Mother’s Day market. 
The new product comes in a four 


ounce crown-shaped bottle which 
is packed with an atomizer in 
a gold-colored acetate windowed 
box. The package will sell for 
$3.50 plus tax. 


Creme Sham poo by the Toni 
Co., Chicago, is now pack: iged in a 
halt pound family size. The new 
container holds twice as much as 
the largest unit previously in the 
Toni line. The large package re- 
tails for $1.50 


Easter package by Harriet Hub- 
bard Ayer, New York, is a four 
ounce bottle of Golden Chance co- 
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lyer Easter Package 


logne in a box with a cut-out 
Easter rabbit. The special package 
retails for $1.50 


Nestle-LeMur Co., New York, 
will spend about $500,000 on na- 
tional advertising during 1950 to 
promote its recently acquired Ma- 
vis, Djer-Kiss, and Pinaud lines as 
well as the firm’s other products. 
Pinaud’s promotion is a combina- 
tion package of Lilac Vegetal and 
Eau de Quinine to sell for 97¢. Four 
mass circulation magazines will 
carry a Spring and early Summer 
weekly schedule of the company’s 
advertising. 


Hair is the barometer of the 
human machine according to an 
interesting pamphlet of 8 pages 
issued by Mme Germaine Urban 
manufacturer of Renucel  cos- 
metics, 516 Fifth Ave., New York, 
N.Y. 
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KSSEN TIAL 


Volume Ill of THE ESSENTIAL 
OILS, just from the publisher 
—brings you the third in a 
series of volumes that at last 
brings the entire subject of 
essential oils, synthetics, and 
isolates up-to-date 


Depending not only on his own experience of many years’ 
work in essential oil-producing areas the world over, the au- 
thor has integrated results of field work, laboratory, and litera- 
ture. Dr, Guenther and his colleagues offer you this up-to-date, 
all inclusive work. 

This new third volume begins a group on individual oils. 
Their botanical and geographical origin and methods of cultiva- 
tion are discussed fully. Techniques of distillation and yield of 
oil, their physicochemical properties, chemical composition, 
total production, and uses in industry—abundant information 
you certainly need is arranged in up-to-date order. 

The individual oils are grouped within the families to which 
their aromatic plants belong. But the sequence of plant families 


follow no botanical system . you get them in order of im- 


portance, first place being given those families producing es- 


sential oils technically and commercially most important. 
‘This volume is the first of the monograph series, describing 
the oils of the plant families Rutaceae (with special emphasis 


on the very important citrus oils) and Ladiatae. In a later vol- 
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OILS 


By ERNEST GUENTHER, Ph.D. 


Vice President and Technical Director of 
Fritzsche Brothers, Inc., New York, N.Y. WITH 
COLLABORATION OF LEADING EXPERTS. 
Volume III Ready For Your Library. 


$10.00 POSTPAID 


ume, a table will classify oils according to modern botanical 
system, 

The last hundred years have seen literature of confusing 
nature on the subject. Some was downright contradictory. In 
this work of practical scope, unimportant oils are omitted. 
Only oils of technical importance, those actually used, those 
offering commercial possibilities, and those that incite particu- 
lar scientific interest are included. These are described from 
every angle—on good authority, omitting futile discussion on 
countless experimental oils of questionable nature. 

Voluminous literature on the subject, representing research 
by hundreds of prominent scientists, has been carefully screened 
and edited, Data that might appear dubious is exaluded. (Some 
could-be potential original findings are cited with reserve as 
questionable.) 

You'll want Volume III of this important series. It will take 
high place in your working reference list. Well indexed, it 
permits ready reference. You get classified facts found nowhere 


else, Illustrated, 777 pages. Priced at $10.00 postpaid. 


Get your order iu the 
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HE ‘Trade Practice Rules pro- 

posed for the toiletries indus- 
tries are still frozen. It is not to be 
expected that anything will be done 
until the Federal ‘Trade Commis- 
sion rehears the various Cases, con- 
cerning firms in the trade, in 
April. But the chief reason the 
Trade Practice Rules are still held 
in suspension is because the Com- 
mission as now constituted func- 
tions differently from the Commis- 
sion that was in existence when the 
Trade Practice Rules were origin- 
ally proposed and processed. Low- 
ell B. Mason is now the Acting 
Chairman, and; as is well known, 
former Senator James Mead of 
New York and John Carson, who 
came from the South and who has 
lived most of his life in Washing- 
ton, are the new members. ‘The 
only other survivor of the old 
Commission is William A. Ayres. 
The filth place is vacant due to 
the death of Ewin Davis last year. 
There are always clouds of rumors 
about appointments to vacant 
510,000 a year jobs in Washing 
ton, but it seems reasonable to sup 
pose that the President may place 
his very good friend Creekmore 
Fath of ‘Texas in the job. 


A Revitalized Commission 


lo understand what is happen 
ing in the Federal Trade Com 
mission it is clarifying to get an 
impression of some of the back 
ground of what has happened in 
the past. Until recently the Com 
mission was muscle-bound by inet 
tia and controversies among the 
Commissioners. It is singular, but 
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by ARNOLD KRUCKMAN 


true, that the Commissioners re- 
garded themselves chiefly as win- 
dow dressing with easy jobs and 
good salaries. The legal staff of the 
Commission regarded them as a 
necessary evil but not important 
functionally. In the old days when 
the lawyers went to plead at hear- 
ings they really addressed them- 
selves to the legal staff, who, they 
knew, eventually would make the 
rulings and write the decisions. 
This almost incredible situation 
was changed with the advent of 
Lowell Mason. He is the son of a 
former Senator from Illinois, a Re- 
publican, and a warm friend of 
President ‘Truman. Mason quickly 
became noted in the Capital for 
writing his own opinions, and writ- 
ing them with vitriol. He wrote 
his minority views with the direct 
terseness of a business man. He 
brushed aside legal verbosities, 
and wrote documents that will 
probably become classic. Until 
some months ago, he was distinctly 
a minority of one. ‘Then the three 
places became vacant on the Com- 
mission, and Mason became acting 
chairman. This chairman business 
in the Commission is a_ rotating 
job. For this reason it comes to the 
Republicans as well as to the Dem 
ocrats. The law requires that there 
always be two of the minority 
party on the Commission. No one 
knows who will be permanent 
Chairman when the new membet 
is appointed. It is generally hoped, 
and expected, that Truman will 
appoint Mason. Mason himselt 
is striving to make over the Com 
mission after the pattern of the 
Supreme Court, with a permanent 
chairman. He wishes to abandon 
the rotation now practiced. It is 
this ambition which also has 
prompted him to introduce a new 


system of procedure whereby the 
various Commissioners are assigned 
to specific hearings, and write the 
decisions in these cases. 

Mason found that, despite their 
identification with the Fair Deal 
and the Left, his new associates 
were congenial socially and in the 
ambitions and plans he has for the 
Commission. From a minority of 
one, he now finds himself in the 
position of leading the majority. 
Former Senator Mead, who has a 
labor union training, is able to 
get to the human side of peoples’ 
interest. He has made an excellent 
Commissioner and almost invaria- 
bly sees eye-to-eye with the acting 
chairman. John Carson, a_ pro- 
fessed Fair Dealer, a sincere radi- 
cal with a judicial temperament, 
seems to agree with Mason and 
goes along with his plans. 


Sweeping Reforms Coming 


Of course, sweeping reforms in 
the Commission itself appear to be 
in Mason’s mind. ‘The present 
muddle involves the bright -young 
men of the legal staff and some of 
the economists. Sometime ago the 
Supreme Court ruled that che Bas- 
ing Point System, pri acticed chiefly 
by the steel companies and the ce 
ment companies, destroyed compe- 
tition. The ruling forced abandon- 
ment of the practice. It projected a 
new enformcement problem before 
the Federal ‘Trade Commission. 
Ihe process which crysti illized the 
consequent steps, brought out a 
new concept of law among some 
of the staff of the Commission. The 
reason is rather startling and in- 
volves a development which the 
interested public, including law- 
yers, apparently does not under- 
stand. ‘Two or three years ago Kre- 
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lenko, the Commissar of Justice in 
Russia, set up a new postulate of 
justice. Up to the Krelenko inci- 
dent it had always been a principle 
of law that no penalties could be 
imposed upon any offender unless 
the offense could be proved by ex- 
act evidence. This principle in law 
is as old as law itself, at least in 
the Western world. Krelenko, how- 
ever, brushed aside the old imper- 
ative of evidence and proof, and 
set up the postulate that proof and 
evidence is unessential if an of- 
fense is against the moral right of 
a person or a community. In other 
words, anything, or any act that is 
contrary to the States’ concept of 
moral right may, without further 
process, be punished. Curiously 
enough, this new interpretation of 
justice fascinated many lawyers, 
particularly in the Federal Gov- 
ernment, who themselves may be 
liberal but do not believe in Com- 
munism. And so it was with the 
many eager beavers of the law em- 
ployed in the Federal Trade Com- 
mission. 

The Basing Point controversy 
came into the picture this way: it 
was the general feeling in the Com- 
mission that it was a great waste of 
time and money for the Govern- 
ment, and for the citizens, which 
could be avoided if the two parties 
to the controversy might work out 
informally a solution. A solution, 
formally, in the workings of the 
FIC becomes an order. The steel 
lawyers, who were preparing for 
hearings before the Commission, 
asked Mason if he would meet 
with them informally to discuss the 
program for the hearings which 
were imminent. Mason has no fear 
of innovation, and readily agreed 
to meet them and took with him 
some of the leading members of 
the FTC’s legal staff. Shortly after 
the discussion got started he told 
the steel lawyers he thought there 
must be some common ground for 
a meeting of minds which could 
produce an order to cover the ex- 
isting situation without the neces- 
sity of hearings which would re- 
quire the recording of fifty thou- 
sand, or seventy-five thousand 
pages ol testimony, waste months 
of time, and bring busy people to 
Washington from all parts of the 
country. The steel lawyers agreed. 
Then Mason turned to his own 
lawyers and asked them if they did 
not agree a solution could be 
reached in this manner. ‘They natu- 


rally could do nothing but agree. 
The lawyers 
months and 
order 


worked for several 
finally produced an 
which both sides found z 
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ceptable. It was certain the Com- 
mission would approve the order. 

Every one thought the controversy 
was at an end. But just about the 
time the order was to be made le- 
gally effective, the so-called ‘“Kre- 
lenko Boys,” both lewyers and ec- 
onomists, came out with protesting 
blasts. This, of course, derailed the 
proceedings, and the Commission 
ordered the hearings to proceed in 
due time. That is the situation to- 
day. No one knows whether the 
impasse will be solved by further 
action in the Commission, by fur- 
ther decisions through the Su- 
preme Court, or by action in Con- 
gress. And, obviously, the “Kre- 
lenko Boys” are making this the 
battle ground in the effort to re- 
gain their old place of dominant 
importance. 


FDA Reorganization 


Commissioner Paul B. Dunbar, 
Food and Drug Administration, in 
his annual report says, “To the 
credit of the American cosmetics, 
food, and drug industries as a 
whole, consumers had better sup- 
plies of these commodities availa- 
ble in 1949 than in any previous 
year.” He also reports that the 
Commission has effected a major 
reorganization of regulatory oper- 
ations which opened a new chap- 
ter in its enforcement activities. It 
abolished the geographical, three- 
district supervision which had 
been in effect since 1914, gave 
greater responsibility to field units, 
and established functional direc- 
tion from Washington through 
three new administrative divisions. 
‘The former field units became dis- 
tricts reporting directly to Wash- 


ington. The duties of the new di- 
visions are indicated by their 
name, Program Research, Field 
Operation and Regulatory Man- 
agement, which absorbs the divi- 
sion of litigation. The Program 
Research Division devises plans 


for uniform regulatory coverage of 
the cosmetic, food, and drug field. 
The Field Operations Division 
puts the project plan, made by the 
Program Research Division into 
effect through the field districts, 
and the staff units in Washington. 
The Regulatory Management Di- 
Vision 9% athers the evidence needed 
to present in court when there are 
contests. The products coming un- 
der the jurisdiction of the Food 
and Drug Administration are man- 
ufactured, shipped and stored by 
more than 77,000 cosmetic, food, 





firms 


and drug 
business. ‘The 
der several names, 
job over forty-two years. In 1949 it 


doing interstate 
Administration, un- 
has been on the 


was allotted total funds which 
amounted to 33 1/3¢ per consumer. 


It had 950 enforcement people 
and 150 engaged in certification 
services. Commissioner Dunbar 


points out that a supply of non- 
permitted color on the shelf of a 
cosmetic plant makes suspect the 
entire line of toiletries it prepares. 
He stresses, however, that the great 
majority of firms have adopted the 
rules of the Administration and 
are willing and competent to fol- 
low them. He praises the indus- 
tries for their own activities in 
helping him to improve practices 
within their own ranks. He says or- 
dinarily the inspector sent out is 
welcomed by the industries, and 
his constructive comments are ac- 
cepted in a friendly fashion, and 
there is no need for regulatory ac- 
tion. ‘The inspectors are stationed 
at the headquarters of the sixteen 
districts throughout the country, 
or at one of the forty-one subdis- 
tricts, or field inspection stations. 
The districts are the operating 
units of the Administration. Each 
district has a staff of chemists and 
microanalysts who operate in fully 
equipped laboratories. The entire 
field staff is trained to work inter- 
changeably on cosmetics, drugs 
and foods—the techniques _ fol- 
owed are the same. 


Seizure of Deodorants 


Among importations which were 
detained at several ports of entry 
the Commissioner mentions one 
foreign device, a bust developer, 
which was claimed to enlarge, re- 
duce, reshape or maintain perfect 
any female bust simply by the ap- 
plication of cold running water 
through devices fitted over the 
breast. He reports that complaints 
were received from 30 users who 
had been injured by a deodorant. 
Samples were examined and _re- 
vealed that it was irritating to lab- 
oratory animals. ‘There were three 
seizures and the firm promptly re- 
called all lots distributed during 
April, May and June 1948, when 
the formula was in use. Another 
seizure was a cream containing an 
uncertified dye that could have 
been certified for general cosmetic 
use but not for use around the 
eyes, as recommended on the label. 
Another was a nail base coat con- 
taining a deleterious ingredient. 
There were five other seizures on 
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Canned Foods Improved [J,S,], Ae 
By Use of Antibiotics | 


Lower aint, costs a tastier canned 
foods may result from recent work on a new 
method using antibiotics in food preserva- 
tion, according to a group of research sci- 
entists. In their tests. canned vegetables were 
sterilized by the addition of very small 
amounts of an antibiotic and then mild heat 
treatment of the sealed cans. The new pro- 
cedure is said to have been as effective in 
destroying bacteria and other food-spoiling 
organisms as ordinary canning methods, 
which require more severe cooking. 

Process Still Experimental 

The process is still experimental, the sci- 
entists point out, and whether the antibiotics 
as used are toxic to man can only be deter- 
mined after long and careful investigation. 
Tests made to date with the antibiotic “sub- 
tilin” are reported to indicate it has no ill 
effects on animal life. Compared with ordi- 
nary canning, the new method permits steri- 
lizing the cans with heat faster, at lower 
temperatures, and without expensive pres- 
sure-cooking equipment. The antibiotics used 
reportedly do not affect the food’s taste, and 
since only a mild heat treatment is needed 
the final products are described as having a 
better flavor than vegetables canned by con- 
ventional methods. 


New Drug May Help Reduce 
Heart Fatality Rate 


A new drug, claimed to be the best medi- 
cine yet developed for preventing blood clots 
which kill 200,000 Americans each year. may 
cut down heart attacks and save over 70.000 
lives a year, according to a noted medical 
researcher. Tests indicate that the drug, 
“Tromexan,” is better than any of the drugs 
now used against coronary thrombosis. 

Tromexan goes to work within 24 hours 
and practically stops thinning the blood 24 
hours later. This is an advantage, explained 
the researcher, since in some cases, for ex- 
ample in patients who also suffer from ul- 
cers, blood cannot be thinned for too long 
without risking hemorrhages. Dicumarol, 
the leading weapon now in use against blood 
clotting. has the disadvantage of not going 
to work for two to four days and of contin- 
uing to thin the blood for four to five days or 
more. Heparin, which has also been used for 
blood thinning, is expensive to produce. 


Bonds Aluminum to Steel 
To Prevent Corrosion 


Bonding of aluminum to éteel by a newly 
patented process is expected to find wide us- 
age for protecting steel against corrosion. 
In the new method two strips of aluminum 
foil are applied to the top and bottom of 
steel sheet. A fine iron coating is first ap- 
plied to the steel by an electrolytic process 
to provide a permanent bond between the 
two metallic surfaces. Older methods involv- 
ing dipping steel in molten aluminum failed 
to produce a satisfactory bond. After the 
aluminum foil has been bonded to the steel 
by high-pressure rolling. the aluminum-cov- 
ered steel can then be further rolled, it is 
reported, to reduce its thickness as desired. 
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quires Foreign Rights 


To‘Synthetic Pyrethrum’ Patents 


Issuance of Foreign Patents Will Permit U.S.I. to License 
Manufacturers Abroad to Produce New Pyrethrin-Like Chemicals 


The acquisition by U. S. Industrial Chemicals, Inc., of important foreign rights 
under pending United States patents covering the synthesis and manufacture of 
pyrethrin-like . chemicals was announced rec ently by Wm. P. Marsh, Jr., president. 


New Chart, Booklet 
On Transparent Films 


A newly compiled chart, reported to pre- 
sent for the first time in easy-reference form 
the comparative characteristics of commonly- 
used transparent films, is being offered to 
film users by a well known adhesives manu- 
facturer. Films in general use have been set 
up in the chart in 14 groups, it is stated, 
according to basic chemical composition. In 
addition to identification by their physical 
or chemical reactions and by their manufac- 
turers, the films are further described as to 
their respective trade names. their gauge or 
thickness, commercial types according to the 
manufacturer’s code description as well as 
their characteristics in actual use. More than 
38 different trade names of transparent films 
are listed; names and addresses of the man- 
ufacturers of these products are also given. 
Supplementing the chart is a_ pocket-size 
booklet on how to handle adhesives for trans- 
parent films. This booklet discusses further de- 
tails about general types of adhesive formula- 
tions for bonding transparent films, proper 
handling methods, and some of the problems 
encountered in obtaining good adhesion. 


Natural Rubber Improves 
Durability of Leather 


By impregnating leather with natural rub- 
ber scientists report they have been able to 
increase abrasion- and water-resistance so 
that sub-standard leather, such as “belly- 
cuts” from steer hides, may be used com- 
mercially, Preliminary service testing of rub- 
ber-treated soles indicates a definite improve- 
ment in wear over untreated leather soles. 
Investigations are now under way on the use 
of synthetic rubber and other materials for 
leather treating. 


New Synthetic Mica 
Superior to Natural 


Synthetic mica said to have essentially the 
same properties as natural mica but to be 
superior to it in ability to withstand high 
temperature has reportedly been produced. 
The new synthetic product is made from 
quartz, agnesite, bauxite. and a fluorosilicate 
which acts as a crystallizing agent and im- 
parts to the material its superior heat re- 
sistance, 


Corresponding applications have been filed 
in all major foreign countries, including the 
United Kingdom, France, Australia, India. 
Brazil, Sweden, Pakistan, South Africa and 
many others, Mr, Marsh said. 

In March of last year the insecticide world 
was electrified by the announcement of the 


oy 


HE LOOKS TOUGH — and he is! The horse fly is 
one of the hardest to kill of the insects that at- 
tack dairy cattle. But dairy farmers can now 
control this and many other insects with *U.S.1. 
Pyrenones—safe, effective insecticide ingredients 
containing pyrethrins and piperonyl butoxide. 


* Reg 


. UL US. Pat. Off. 


U. S. Department of Agriculture that Milton 
S. Schechter and F. B. LaForge had success- 
fully synthesized a group of chemicals closely 
corresponding to one of the important con- 
stituents of natural pyrethrum, and possess- 
ing many of the unique advantages of the 


natural product. 


U. S. patents covering the 
New High-Vacuum Drier 


invention were filed by the De- 
partment of Agriculture and 


A new, continuous, Pe belt drier, 
said to be economical for drying such ma- 
terials as penicillin, amino acids, milk, and 
coffee, has been developed. Used to produce 
a soluble “instant” coffee the new drier has 
yielded material that is of low density, por- 
ous and instantly soluble. 

Advantages claimed for the new unit are 
that the drier area is always producing and 
that it has a relatively high capacity. Heat 
input can be controlled, it is reported. along 
the belt to maintain a temperature gradient, 
which is important in attaining maximum 
production. One man can operate a large 
unit, so labor cost is low. Controlling con- 
centration of solution to be dried and amount 
sprayed on a unit area of belt is said to 
make possible the production of almost any 
desired density of material. 
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‘Synthetic | 
CONTINUED >| 
Pyrethrum 


it was announced that these patents would | 
be held in the public interest for unrestricted 
use in this country. The prosecution of for- 
eign patents, however, was waived to the in- 
ventors as individuals, subject only to certain 
rights reserved by the federal government, 
and U. S. Industrial Chemicals acquired 


these foreign rights from Mr. Schechter and 
Dr. LaForge for an undisclosed sum. 

The chemicals are destined for use in in- 
secticides, which long have effectively util- 





Spotted cucumber beetles on the blossom of a 
cucumber plant. These and a wide variety of 
other truck crop insects are controlled by dusts 
and sprays based on U.S.I.’s CPR — an insecti- 
cide concentrate containing pyrethrins, piper- 
ony! cyclonene, and rotenone. 


ized natural pyrethrins, obtained from the 
pyrethrum flower. Pyrethrum, while recog- 
nized as a uniquely valuable insecticide, has 
always been limited in supply and inherently 
expensive to raise, and the problem of syn- 
thesizing the material had defied chemists 
until 1949, 

Issuance of the foreign patents will enable 
U.S.L to license qualified manufacturers 
abroad to produce these chemicals according 
to manufacturing specifications provided by 
the corporation. It was pointed out that for- 
eign production of the chemicals will neces- 
sarily depend on development of adequate 
markets and the availability of raw materials. 





















ALCOHOLS 
x Amy! Alcohol (Isoamyl Alcohol) 
Butanol (Normal-Buty! Alcohol) 
Fusel Oil—Refined 
Propanol (Normal-Propyl Alcohol) 
Ethanol (Ethyl Alcohol) 
Specially Denatured—all regular 
and anhydrous formulas 
Completely Denatured—all regular 
and anhydrous formulas 
Pure—190 proof U.S.P., 
Absolute—200 Proof 
Solox*—proprietary solvent— 
regular and anhydrous 


ANTI-FREEZES 
Super Pyro* Anti-Freeze 


ACETIC ESTERS 
Amy! Acetate—Commercial and High Test 


Butyl Acetate 

Ethyl Acetate—all grades 

Normal-Propyl Acetate 
OXALIC ESTERS 

Dibuty! Oxalate 

Diethy! Oxalate 
PHTHALIC ESTERS 

Diamy! Phthalate 

Dibuty! Phthalate 

Diethyl! Phthalate 

Diisoocty! Phthalate 
OTHER ESTERS 

Diatol* 

Diethy! Carbonate 

Ethyl Chloroformate 


Acetoacet-para-chloroanilide 


New Guide for Preparing 
Warning Labels Is Offered 


A revised edition of the manual, “Warn- 
ing Labels.” originally published in 1945, is 
available now from a noted chemical asso- 
ciation. Arranged in convenient 6”’x9” size, 
loose leaf, the 86-page manual is intended as 
a guide for the preparation of warning labels 
for hazardous chemicals. It is divided into 
three parts: general principles involved in 
the design and preparation of warning labels 
for hazardous chemicals; 180 illustrative 
warning labels for industrial chemicals; 58 
illustrative warning labels for economic poi- 
sons. The book has a table outlining state- 
ments of hazard. precautionary measures and 
instructions in case of contact or exposure, 
based on class of hazard encountered. 


Analyze ‘APC’ Without 
Separating Components 


A new method involving infra-red analysis 
is claimed to make possible simultaneous de- 
termination of aspirin, phenacetin, and caf- 
feine without separation of the components. 
The procedure is accurate to within a range 
of +2% and can be completed in about four 
hours, according to the scientists who devel- 
oped it. 





In this country developments have been 
rapid and U. S. Industrial Chemicals, one of 
several concerns carrying on work on the syn- 
thesis. recently announced the imminent 
availability of one of the Schechter-LaForge 
group of chemicals which almost exactly 
duplicates Cinerin I, one of the active prin- 
ciples of pyrethrum. Its availability supple- 
ments the present limited supplies of natural 
pyrethrum. and facilitates the current rapid 
expansion in the use of pyrethrum-type in- 
secticides, although the synthetic compound 
cannot be regarded as a substitute for na- 
tural pyrethrum for many uses. Most of the 
natural pyrethrum is now imported from 
Africa. 

The company now uses a large proportion 
of the world’s supply of pyrethrum in com- 
bination with piperonyl butoxide and piper- 
onyl cyclonene and other chemicals in the 
production of insecticide materials that have 
been demonstrated to be highly effective as 
well as tree from any toxicological hazards. 


PRODUCTS OF 





Ethyl Acetoacetate 

Ethyl Benzoylacetate 

Ethyl Sodium Oxalacetate 
ETHERS 

Ethy! Ether, U.S.P. 


ACETONE — A.C.S. 


FEED PRODUCTS 
Choline Concentrates 
Curbay B-G* 
po. -Methionine 
Riboflavin Concentrates 
Special Liquid Curbay* 


Supplement 


*Reg. U.S. Pat. Off. 


BRANCHES 








Ethyl! Ether, Absolute—A.C.S. 


U.S.1. Animal Protein Factor 


Aroflat—for special flat finishes 


| TECHNICAL DEVELOPMENTS | 


Further information regarding the 
manufacturers of these items may 
be obtained by writing U.S.I. 


A new “water-hating” (hydrophobic) starch 
product, claimed to have broad commercial 
possibilities for use as a flatting agent in lac- 
quers, detackifying agent for rubber articles, 
lubricating agent, etc., is a finely divided pow- 
der so free-flowing that it behaves in many 
ways like a liquid. (No. 549) 


A wall-covering material with a fabric pattern 
that looks like a textured surface but is ac- 
tually hard and smooth to the touch has been 
developed, it is reported. Application is by ad- 
hesives or r hanical fastenings and it can be 
worked with ordinary tools, the makers assert. 

ae (No. 550) 


A new, improved crack-sealer for factory, home, 
and farm use in sealing windows, baseboards, 
holes, etc. against cold, dust, dirt, and insects, 
is applied simply by pressing into place by 
hand, according to the manufacturers. It can 
be applied, removed for window cleaning, and 
re-applied again and again, it is claimed. 


— (No. 551) 


A new “anti-itch” drug reportedly offers relief 
from severe itching. (No. 552) 





A new-type extension spray gun for industrial 
maintenance painting, capable of reaching to 
second-story levels, is claimed to be light in 
weight and to accommodate any sprayable fluid 
from light paints to heavy asphaltic compounds. 

wa (No. 553) 


A low-pressure aerosol for applying aluminum 
paint, suitable for spraying radiators, pipes 
furnaces, and other metal, wood, or stone sur- 
faces is on the market. One can covers 75-100 
sq. ft., depending upon the surface, the makers 
claim. (No. 554) 


A new agricultural fungicide, described as ex- 
ceptionally effective against a wide variety of 
fungus diseases attacking fruits, vegetable 
crops, and certain plants, is reported available 
as a white odorless, tasteless powder. (No. 555) 


A microscope the size of a fountain pen, said to 
have relatively high-power magnification up to 
60 power-——is described as being a precision- 
built instrument that is light in weight, ruggedly 
constructed, and self-illuminating. (No, 556) 


A dual purpose lacquer for use on both cellu- 
lose acetate and cellulose acetatebutyrate plas- 
tics is reported to be available in a clear finish 
or in coiors, and to air dry in a few minutes. 
(No. 557) 
A new-type “metallic-finish” upholstery mate- 


rial is described as resistant to aging, weath- 
ering, and sun exposure. (No. 558) 





Aroplaz*—alkyds and allied materials 

Congo Gums—raw, fused & esterified 

Ester Gums—all types 

Natural Resins—all standard grades 
INSECTICIDE MATERIALS 

CPR Concentrates: Liquid & Dust 

Piperony! Butoxide 

Piperonyl Cyclonene 

Pyrenone* Concentrates: Liquid & Dust 

Pyrethrum Products: Liquid & Dust 

Rotenone Products: Liquid & Dust 
INSECTIFUGE MATERIALS 

Indalone* 

Triple-Mix Repellents 


OTHER PRODUCTS 


rf INTERMEDIATES Vacatone* 40 Collodions 
U.S.A. Permencnt Anti-Seesee Acstoncetantlide RESINS (Synthetic and Natural) Ethylene 
ANSOLS Acetoacet-ortho-chloroanilide Arochem*—modified types Nitrocellulose Solutions 
—_ > Acetoacet-ortho-toluidide Arofene*—pure phenolics PiB*—Liquid Insulation 


Urethan, U.S.P. 
Special Chemicals 
and Solvents 


LJ. S.pNeustRia CHEMICALS, INC. 


60 EAST 42ND ST., NEW YORK 17, N., Y. IN ALL PRINCIPAL CITIES 
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economic charges, egg shampoo 
short in eggs and olive oil hair 
dressings consisting principally of 
mineral oil. One of the criminal 
cases involved the use of non-per- 
mitted coal tar color in an oil used 
for straightening hair. Among the 
imported shipments detained at 
the ports of entry were lipsticks 
colored with a non- permitted coal 
tar color, and hair dye containing 
paraphenylenediamine. It was de- 
tained because the labeling failed 
to warn against its use for dying 
eyelashes and eyebrows. One of the 
colors seized was an uncertifiable 
dye which was being used in bak- 
ery products. 


H.R.160 Amendment 


The Commissioner points out 
that H.R.160 which amends the 
food, drug and cosmetics acts pro- 
vides for charging the importer the 
costs incurred by the Administra- 
tion in supervising the relabeling, 
or other operations on imported 
articles. H.R.562 would amend 
Section 801 (d) to require, in gen- 
eral, that cosmetics and_ foods, 
drugs and devices, intended for ex- 
port meet the same requirements 
as those imposed by the law for do- 
mestic articles. ‘he present law ex 
empts any article, intended for ex 
port, from these requirements, if i 
meets the requirement of the for. 
eign purchaser, and is not in, con- 
flict with the laws of the country 
to which it is destined. 





Book Reviews 


TECHNIQUE OF BEAUTY 
PRODUCTS. A translation from 
the French by S. Crystal of the 
original French edition of 1946 
compiled by R. M. Gattefosse 
and Dr. H. Jonquieres , including 
two new chapters by M. E. 
Mahler. Cloth covers, 9x6 in., 
178 pages. Leonard Hill Ltd. 
London, 1949. Price $3. 


Cosmetology, or the science of 
cosmetics, the authors point out, 
has abandoned the empirical way 
followed from time immemorial. 
Today we are sufficiently —ac- 
quainted with the nature of the 
epidermal tissues and with their 
possible reactions to external 
agents to be able to indicate the 
proper way to treat them so as to 
achieve the bloom of youth. It is 
not solely a question of masking a 
blemish or of make-up giving the 
illusion of reality; it is the achieve- 
ment of a methodical, careful hy- 
giene which restores the health and 


& Essential Oil Review 


suppleness of the skin and through 
these its physiological equlibrium. 
The work is not a formulary; the 
recipes it gives are for the purpose 
of illustrating theories. It is con- 
cerned with the ameliorative prod- 
ucts and the products to be used in 
treatments in beauty institutes. 

Iwo new chapters, one on Mi- 
croscopic Study of Cosmetics by 
M. E. Mahler and the other Meas- 
urement of the Hardness of Cos- 
metic Products are added. The 
— is divided into five parts: Part 

Aesthetic Physiology: Hygiene— 
alee with types of skin, Mor- 
phology, pH of the skin, reactions 
of the skin to external agents etc; 
Part 2, Beauty Products—dealing 
with solutions, emulsions, dispers. 
ions, suspensions and solid prod- 
ucts; Part 3, Raw Materials; Part 4, 
Manulacture—covering processes 
for numerous cosmetics; Part 5, 
Aesthetic Dermatology—covering 
vitamin therapy, opotherapy, hor- 
mone therapy, aromatherapy, phys- 
ico chemical properties of aromat- 
ics and sulphotherapy. 


BEAUTY AFTER FORTY. 
Edyth Thornton McLeod. Cloth 
covers, 8xll_in., I44 pages, 90 
illustrations. Prentice Hall Co. 
1949. Price $3.95. 


As the founder of the Elizabeth 
Arden training school, as a writer 
of numerous books on beauty and 
as a lecturer on beauty throughout 
the country the author is well “qual- 
ified from keen observation and ex- 
perience to tell the woman over 
forty how to find greater enjoy- 
ment in living. Three weeks after 
the first edition of this book ap- 
peared was sold out. 

‘There are 20 chapters in this 
charmingly written book. It be- 
gins with physiological aspects and 
then the author brushes aside all 
of the old fashioned notions and 
tells the reader how the after-forty 
woman can and should make the 
most of her attributes. Detailed ad- 
vice on make-up, hair and skin 
care, figure molding, proper exer- 
cise and diet and smart dressing is 
given. Graphic illustrations and 
easy to read charts assist the reader 
in following directions. 


THE SUPERVISOR’S MANAGE- 
MENT GUIDE. Edited by M. 
Joseph Dooher and Vivienne 
Marquis. Imitation leather cov- 
ers, spiral binding, 190 pages. 
American Management Associa- 
tion. 1949 Price $3.50. 


This human relations guide for 


all who supervise others contains 
eight sections and 20 chapters pre- 
pared by 17 operating executives 
and specialists. It helps executives 
to apply new developments in 
management methods for improv- 
ing human relations in business. It 
presents case histories and discus- 
sions of successful supervisory pro- 
grams and techniques developed 
by companies in all types of indus- 
try. As such it is a useful desk man- 
ual. 

The eight sections are: Con- 
structive Work Relations, Morale 
—the Keystone of Sound Employee 
Relations, the Qualities of Leader- 
ship, Developing Skill in Commun- 
ication, Gettin Results from Con- 
ference Training, How Do You 
Rate as a Supervisor?, Manage- 
ment Policy and Goals, and A Hu- 
man Relations Reading List. 


HANDBOOK OF PATENTS. 
Harry Aubrey Toulmin Jr., J. 
DM, Litt D., L L. D. Cloth cov- 
ers, 6x9 in. 800 pages, D. Van 
Nostrand Co. 1949. Price $9. 


A clear, concise over-all view of 
the patent law, dealing with its es- 
sentials and profession ‘ally accurate 
yet simple enough to make it a 
practical book of reference for lay- 
men is afforded by this work. Law- 
yers too will find the work useful 
as a guide to leading cases. 

The book, written by an out- 
standing authority on the subject 
will enable the layman to know 
what to do with his patent prop- 
erty. Unless he does it may be too 
late for a lawyer to help him; for 
often before he gets to a lawyer he 
may have inadvertently committed 
himself to a course of action that 
may be disastrous. In order to 
make it easier for the layman to 
use this handbook an introductory 
statement is given at the beginning 
of each major chapter. Each chap- 
ter is a guide to the steps that must 
be taken from investigating the 
novelty of an idea through prepar- 
ing a patent application, prosecut- 
ing it to an issued patent and then 
protecting it by litigation in the 
courts. Chapters are included on 
foreign patents and the treaties 
and conventions dealing with pat- 
ents to which the United States is 
a party. 

‘There are 19 chapteres followed 
by appendices covering patent 
laws, rules of practice in the U. S. 
Patent Office, appeals to the U. S. 
Court of Customs and Patent Ap- 
peals, an index of rules and of 
forms, a general index and Ques- 
tions and Answers 


March, 1950 237 








SYNTHETIC AROMATIC 
CHEMICALS, 
ARTIFICIAL ESSENTIAL OILS, 
RAW MATERIALS , 
FOR THE PERFUMERY, 
TOILET SOAP and 
FLAVOUR INDUSTRIES 


42 








A speciality: CIVET BN 






AB BOFORS, NOBELKRUT * BOFORS + SWEDEN 


Telephone: Karlskoga 32500 Oro) (FMM fell at a sod cole 





We’re as proud of our products as a French chef 
is of Crepe Suzettes! Our research chemists 

are masters at developing new cosmetics. 

They are never satisfied with less than perfect 


results. Experience has given them 


confident know-how in approaching every 


problem of the cosmetics industry. 


We use the finest ingredients, properly- 
proportioned, and blended with the sure hand 
of true cosmetic formulation artists 

to create the specialty of the house... 


Private Label Cosmetics. 


ee ae 


MANUFACTURING COMPANY 
9210 BUCKEYE ROAD e CLEVELAND 4, OHIO 


MANUFACTURERS OF PRIVATE LABEL COSMETICS SINCE 1900 
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THE ROUND TABLE - 


Consideration of Other Taxes 
May Delay Cut in Cosmetic Tax 


Testimony will be taken by the 
Ways and Means Committee of the 
House of Representatives to deter- 
mine the effects of all excise taxes 
that were imposed by the revenue 
acts of 1911, 1942, and 1913. These 
go beyond the cosmetic and other 
excises taxes listed by the presi- 
dent, and include imposts on auto 
mobiles, electric bulbs, amuse- 
ments etc. ‘Trade associations in 
each industry aflected will argue 
that they are as much entitled to 
relief as the cosmetic and other in- 
dlustries. 


Revlon Plans Big 
Expansion Program Abroad 


With the belief that interna- 
tional stabilization will be a fact 
Revlon Products Co., New York, 
N.Y. will spend $2,000,000 in plant 
expansion abroad during the next 
three years, according to Charles 
Revson. When present plans are 
completed distribution of Revlon 
nail lacquer products will be world 
wide through plants operating in 
all five hemispheres. At present the 
company operates plants in most 
of the western hemisphere and in 
11 countries of the Near and Mid- 
dle East. It also has 14 subsidiary 
organizations in 14 European 
countries, Iceland and Malta. It 
opened a plant in Rio de Janiero 
recently and its new British plant 
will be in operation next month. It 
is increasing its manufacturing fa- 
cilities in Paris and Buenos Aires. 


Luckman May Have to Testify 
at Congressional Hearings 


Despite the fact that he is no 
longer connected with the Lever 
Bros. Co., Charles Luckman, fo 
mer president of the company, may 
have to testify before the House 
Judiciary Subcommittee investigat- 
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ing monopoly power. Chairman 
Emanuel Celler wants to ask such 
questions about the parent organ- 
izations as: Who determines pol- 
icy? Where does the money go? Is 
Lever Bros. Co. run in the best in- 
terest of the U.S.? 


Fair Traded Products Usually 
Cost Less says Meremy 


Maurice Mermey, director of the 
Bureau of Education on Fair 
Trade, told the Connecticut Phar- 
maceutical Association that a price 
survey of 18 of the country’s 
best-known nationally advertised 
brands of drug products reveals 
that the American consumer pays 
slightly less for 12 of these prod- 
ucts in states with fair trade laws 
than in states without such laws, 
and slightly more for only six of 
the products, 

\ companion survey, Mr. Mer- 
mey said, disclosed that drug stores 
in the 45 fair trade states in the ag 
gregate had a lower operating cost 
than those in the non-fair trade 
areas, which include Missouri, 
lexas, Vermont and the District of 
Columbia. 


Society of Cosmetic Chemists 
to Meet in New York May 19 


Ihe Spring Meeting of the So- 
ciety of Cosmetic Chemists will be 
held in New York on Friday, May 
19, at the Savoy Plaza Hotel. 

This will be the regular semi-an- 
nual meeting at which technical 
papers will be read and discussed. 
Ihe papers usually presented at 
these meetings cover subjects of 
particular interest to chemists in 
the cosmetic industry. 

Communications concerning 
technical papers should be = ad- 
dressed to the Chairman of the 
Program Committee, Dr. Kenneth 
Russell, Colgate-Palmolive-Peet Co. 
105 Hudson St., Jersey City 2, N.]. 


Donald Bryant Urges Repeal of 
Cosmetic Excise Tax 


An eloquent appeal for excise 
tax repeal to the Ways and Means 
Committee of the House was made 
by Donald L. Bryant on behalf of 
the T.G.A. early this month. Jacob 
Reck of the National Beauty and 
Barber Manutacturers Assn. John 
J. Gibson, Johnson & Johnson, and 
Isadore Gottlieb of the Philadel- 
phia Beauty Supply Distributors 
Assn. joined with Mr. Bryant in 
making the same appeal. 


Fair for Merchandise 5¢ to $5 


in New York March 11-17 


‘The second annual merchandise 
fair of the National Assn. of Vari- 
ety Stores at the New Yorker Ho- 
tel, New York, N.Y March 11-17 
inaugurated a new selling event. 
Open house was held Sunday 
March 12 to enable merchants 
who found it difficult to attend 
during the six week days, to see 
the exhibits. 


Variety Store Volume for 1950 
Regarded as Stabilized 


Following four days of buying 
traffic at the recent 5¢ to $5 variety 
store merchandise fair in the La- 
Salle Hotel, Chicago, the National 
Assn. of Variety Stores and the ex- 
hibitors came to the conclusion 
that the total volume for 1950 of 
variety stores will be stabilized 
near the 1949 figures. Buyer traffic 
compared favorably with 19149 but 
a greater number of orders were 
placed. 


Beeswax and Pepper in Short 
Supply Says Secretary Brannan 

Beeswax, white and black pep- 
per are in short supply in the 
United States according to Secre- 
tary C. F. Brannan of the Dept. of 
Agriculture. 
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Scottish Firm Introduces 
Perfumed Comb 


The Aberdeen Combworks Co. 
Ltd., has introduced a new type of 
comb which perfumes the hair 
while in use. Invented by the firm’s 
own staff the comb can be used 
either to oil or perfume the hair 
and is regarded as a potential dol- 
lar earner. Already a substantial 
order has been booked for Canada 
and other markets are being 
opened up. The top of the comb 
is hollowed out, where the teeth 
are wide apart and an absorbent 
pad placed in the cavity. Holes are 
cut between each tooth, permit- 
ting the hair to come into contact 
with the saturated pad. The user 
selects her own perfume or other 
lotion and can control the degree 
of moisture by controlling the im- 
pregnation of the pad. 

This new product would have 
been marketed over six months 
ago but for the fact that the Gov- 
ernment attempted to place a 100 
per cent tax on the item. After ar- 
bitration the comb was introduced 

at 3314 per cent tax. Demand has 
already proved exceptionally good. 

Production of combs has been 
hampered over the past year in 
this plant, as elsewhere in Britain, 
by the fact that import licenses are 
being seriously restricted through- 
out the world. Trade with the 
U.S.A. has been expanding since 
devaluation and Empire trade is 
strong. But mie iny fore ign coun- 
tries are refusing licenses. and this 
is still further aggravated by the 
fact that the British Government 
has allowed free import of foreign 
combs to a certain limit. ‘This 
places the British industry at a def- 
inite disadvantage since there was 
an understanding that reciprocal 
arrangements would apply. In 
practice this has not been so and 
acute competition has developed 
in the British market. 


Swimmers’ Hair Lacquer 
Developed in Scotland 


Latest beauty treatment devel- 
oped in Scotland—where it has 
practice—is the use of lacquers to 
set a swimmer’s hair. Bathing 
beauties can now be processed to 
withstand a days swimming so 
that, at the end of the day, their 
hair is as smart as at the begin- 
ing. 

Mr. E. H. Chrystall of Glasgow, 
tried out the lacquer in Scotland 
last week, when he heavily lac- 
quered four dressed heads at a 
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swimming gala at Coatbridge. Wa- 
terproofing effect was successful, 
and, according to Mr. Chrystall, 
this is the first time it has been 
tried out in Britain. 

He is now experimenting with a 
waterproof make-up for swimmers. 


BIMS Golf Tournaments 
Announced 


Peter L. Forsman of BIMS re- 
cently announced the schedule of 
members’ golf tournaments. The 
first match will take place at the 
Ridgewood Country Club on June 
20, ‘the second at ‘Wheatley Hills 
Golf Club on July 18 and the third 
tournament will be held at 


Winged Foot Golf Club on August 
99 


Chemical Firm to 
Produce Synthetic Pyrethrum 


Acquisition of foreign rights for 
the synthesis and manufacture of 
pyrethrin-like chemicals was an- 
nounced recently by U.S. Indus- 
trial Chemicals, Inc., New York. 
U.S. patents of the process are held 
by the Department of Agriculture 
for unrestricted use by manufac- 
turers. The foreign rights were 
purchased from the inventors, Mil- 
ton S. Schechter and F. B. LaForge 
and patent applications were filed 
in all major foreign countries. 


Health Information Foundation 
Organized by Allied Trades 


For the purpose of collecting 
and disseminating factual informa- 
tion for the public on available 
and potential facilities for the im- 
provement and better distribution 
of health services, the pharmaceu- 
tical, drug and allied industries 
have organized the Health Infor- 
mation Foundation with offices at 


120 Lexington Ave. New York, 
N.Y. 
John G. Searle, Chicago, is 


chairman and W. H. Blandy is 
president. James Hill Jr. of the 
Sterling Drug Co. is a vice presi- 
dent; Dr. Frederick J. Cullen of 
the Proprietary Assn. is secretary; 


and S. B. Penick is treasurer. 
Among the directors are WL. 
Dempsey of Sharp & Dohme, How 


ard B. Fonda of Burroughs, Well- 
come Inc., George F. Smith of 
Johnson & Johnson, Faus F. Solon 
of Owens-Illinois Glass Co. and 
Robert L. Swain of Topics Pub- 
lishing Co, Findings of the Foun- 
dation will be distributed to the 
public by every available medium. 








Taxes and Lack of Customers 
Squeeze British Perfumers 


British perfumery manufacturers 
are beginning to find their market 
dying as the volume of ready 
money declines and consumers be- 
come more and more discriminat- 
ing. There has also been a large- 
scale resumption of production by 
all the best known manufacturers 
in each field with a consequent 
elimination of many of the war- 
time mushroom firms. 

These latter are finding it ex- 
tremely hard to maintain continu- 
ity under existing circumstances 
and have undoubtedly suffered se- 
vere losses of sales to the prewar 
leaders. Even the better known 
firms are now finding that perfum- 
ery and cosmetics are relative lux- 
uries. Sales have dropped in many 
cases by 20 and 30 per cent, and, in 
the case of the lesser known brands 
have completely disappeared. 

Heavy tax on perfumes is anoth- 
er factor which is influencing the 
situation, to a point where manu- 
facturers have been forced to turn 
to the production of perfumed dis- 
infectants, (which are free of Pur- 
chase Tax) in order to remain in 
business. The export market has al- 
so declined very considerably and 
manufacturers who were doing 
large scale trade in 1945/6 in the 
first boom of revived trading, are 
now in many cases doing little. 
Bans and import restrictions apply 
extensively, of course, to compli- 
cate this position. 

‘Taken all over, the perfumery 
and cosmetic trade in Britain has 
probably returned to a_ more 
healthy basis. Even so, the situa- 
tion has been far from easy and a 
great deal of hard work appears to 
be necessary now to rebuild to pre- 
vious levels. 


Erie Eichwald Elected Treasurer 
of Arrow Laboratories 


Following the death of Julius 
Meyer, treasurer of Arrow Labora- 
tories, New York, N.Y. Eric Ejich- 
wald has been elected to that posi- 
tion. Mrs. Loretta Eichwald was 
elected secretary. Ralph Bernstein 
continues as president. 


Perfumery Raw Materials Assn. 
Organized in India 


The Perfumery Raw Materials 
Assn. has been organized in India 
with offices at 32 Princess St., Bom- 
bay. The membership consists of 
38 firms. 
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Pattern Baldness Creeps up 
on Men After 30 Years 


There is absolutely nothing that 
can be done to protect a man from 
the general patterned baldness, be- 
ginning at the temples and the 
crown of the head, which is char- 
acteristic of most men over 30 
years old. This was the final con- 
clusion of a group of 200 of the na- 
tions leading scientific specialists 
after a two-day discussion of the 
growth, loss and replacement of 
hair which was conducted by the 
New York Academy of Sciences 
February 10 and II. 

After thirty-six papers on the 
subject had been read and_thor- 
oughly discussed, the basic ques- 
tion was put by the session chair- 
man, Dr. Marion Sulzberger of the 
New York University Post Gradu- 
ate Medical School. He said: 

“Do any chemical or physical 
agents have any effect whatsoever 
in promoting the growth of hair 
on the head of a man who is losing 
his hair according to the well- 
known pattern of baldness? 

“The answer must be no. Abso 
lutely not. Impossible.” 

Dr. James B. Hamilton of the 
Long Island College of Medicine 
in Brooklyn, chairman of the con- 
ference, summed up the discussion 
by saying that baldness in a male 
appeared to result from three prin- 
cipal factors: his genetic imbheri- 
tance, his age and the presence of 
a plentiful supply of male hon 
mones. 

“Medical science can do nothing 
to treat the first two conditions,” 
Dr. Sulzberger declared, ‘‘and it is 
undesirable to do anything about 
the third.” 

Others at the conference had 
pointed out that eunuchs have 
plenty of hair and virtually never 
go bald. 

The meeting, which attracted 
many specialists in various fields of 
scientific research, was called to 
consider the growth of hair as a 
part of the over-all growth pattern 
of the mammals, including man. 

Dr. B. L. Baker of the University 
of Michigan School of Medicine in 
Ann Arbor reported that the adre- 
nal cortical steroids, including cor- 
tisone, caused an overgrowth of 
hair in man. When the same sub- 
stances are injected in rats, how- 
ever, rat hair growth is inhibited. 

Dr. Sidney Rothman of the Uni- 
versity of Chicago declared that a 
man started to go bald at birth. 
The pattern of loss of the hair 
growth before birth is identical 
with the loss pattern at an older 
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age. The infant develops a full 
head of adult-like hair. At puberty 
boys begin to lose their hair at the 
temples and a life-long, presently 
irreversible process is on. 


Colors Discussed at March 
Meeting of Chicago S.C.C. 

Recent developments in cosmetic 
colors were discussed by Samuel 
Zuckerman at the March 14 meet- 
ing of the Chicago chapter of the 
Society of Cosmetic Chemists. 


Danco Heads Red 
Cross Drive 


Gerard J. Danco, president of 
Gerard J. Danco, Inc., New York, 
has been appointed chairman of 


American Society of Perfumers 
Hears Lecture by Dr. McDonough 


Dr. Everett McDonough was the 
guest speaker at the February 15 
meeting of the American Society of 
Perfumers. His paper on “Some 
Problems in Perfuming Cosmetics” 
is given elsewhere in this issue. The 
paper and the discussion which fol- 
lowed were interesting and valua- 
ble and a vote of thanks was ex- 
tended to Dr. McDonough. 

Robert Trubek showed tri-dime 
sion colored pictures of his trip in 
January to Haiti where he was the 
guest of Senator Louis Dejoie, head 
of Establissements Agricoles & In- 
dustriels Louis DeJoie. Aside from 
the beauty of the scenic views those 
showing the growing and cultiva- 





The chairmen of various industries sections of the Greater New York Fund at a luncheon 
given recently by John Burlinson, vice-president of Sheffield Farms Co., chairman of the 
section, Gerard Danco is third from left. 


the Essential Oils and Flavors Di- 
vision of the 1950 Fund Campaign 
for the American Red Cross. 


Purchasing Agents Report 
No Drop in Buying 


Capital goods purchases in 1950 
will be the same as 1949 or higher 
according to a survey among pur- 
chasing agents completed by the 
magazine Purchasing. One filth of 
the purchasing agents reported 
that a reduction in corporation or 
excise taxes would increase capital 
goods purchases by their compa- 
nies. 


Over 2000 at the DCAT annual 
Banquet in New York March 9 


Over 2000 members and guests 
of the Drug, Chemical and Allied 
‘Trades Section of the New York 
Board of Trade gathered at the an- 
nual banquet in the Waldorf As- 
toria March 9. Valuable contacts 
were established as the member- 
ship is a cross section covering 16 
categories of the allied industries. 


tion of vetivert and lemongrass 
were especially notable. Robert 
Engel of Trubek Laboratories also 
spoke. The meeting was conducted 
by President George Tombak. 


Leg Make-up Almost Out 
of Market Since War 


Only 13 per cent of the women 
responding to the survey of the 
Fawcett reader forum used leg 
make up in the Summer of 1949- 
a drop from 30 per cent who used 
it in 1943, the first year the item 
was included in the survey. Beauty 
shop permanents in this period 
dropped from 77 per cent to 32 
per cent. The most universally 
used cosmetic was lipstick which 
was used by 99 per cent of the 
women who answered the survey— 
just 2 per cent more than the users 
of dentifrices. The use of eye 
make-up, face cream and face pow- 
der all had small losses percentage- 
wise, possibly because of the popu- 
larity of cake make-up. The favor- 
ite place to buy cosmetics was the 
drug store. 
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Owens-Illinois Promotes 
Thayer, Colbert 


Promotions and assignments af- 
fecting a number of branches of 
the Glass Container Div. of Owens 
Illinois Glass Co. were announced 
recently by Smith L. Rairdon, vice 
president and general sales man- 
ager of the company. Among those 
promoted are Colbert, 


James W. 





James W. Colbert 


manager of the firm’s New York 
branch since 1932, who has been 
made assistant Eastern sales man- 
ager with headquarters in New 





John W 


Thayer 


York. Mr. Colbert will be = suc- 
ceeded by John W. Thayer, who 
has been his assistant since 1915. 


Wrisley Offers 10 Cake Soap 


Assortment for Chain Groceries 


The Allen B. Wrisley Co., Chi- 
cago, Ill. has introduced a ten cake 
toilet soap assortment in a special 
plastic bag for distribution in chain 
store groceries at 59 cents. A survey 
by the company showed that 96 per 
cent of the purchasers liked the as- 
sortment; and 86 per cent bought it 
because of the numerous household 
uses for the bag. The bag is of clear 
plastic. The assortment was intro- 
duced to the New York market at 
a gathering sponsored by the com- 


pany at the Stork Club, Febru: ary 
28. 
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Lipstick Manufacture 
Shown on Television 


‘The operations involved in man- 
ulacturing lipstick were shown in 
a television shown last February 28 
on New York’s station WABD. Bea- 
trice Castle, Fashion Director of 
Revlon, together with chemists 
from Revlon’s factory showed how 
oils, waxes and pigments are 
blended to make lipstick. ‘The ma- 
terials were blended in an _ oint- 
ment mill, cast in molds, and then 
flamed in a continuous flaming 
machine. Chuck ‘Trainum, master 
of ceremonies on the program, and 
Miss Castle began the program 
with a survey of cosmetics used in 
other parts of the world. 


Mexican Vanilla Bean 
Production to Drop 


According to reports from the 
Mexican Embassy to the Office of 
Foreign Agricultural Relations 
Mexico's 1949-50 vanilla bean crop 
will be only 100,000 pounds. ‘This 
is less than half the 1948-49 yield 
of 220,000 pounds. The cause of 
this decrease is reported to be pro- 
longed drought in the growing area 
coupled with low prices for the last 
year’s crop which caused farmers to 
neglect seeding their vines. 


Douglas Elected President 
of Sales Association 


Charles V. Douglas of the Hey- 
den Chemical Corp. was elected 
president for 1950 of the Sales- 
men’s Assn. of the American 
Chemical Industry, according to a 
recent announcement. 

Other officers chosen by the 
members were vice president, Paul 


Hiller, Innis, Speiden and Co.; 
treasurer, Edward A. Bush, Bush 
Aromatics, Inc.; and secretary, 
Robert J. Milano, Millmaster 


Chemical Corp. Directors of the 
organization who were elected at 
the last meeting are Warren F. 
Schumacher, J. T. Baker Chemical 


Co., Denman C. Peniston, Solvay 
Sales Corp., and Ralph L. Erics- 
son, Sumner Chemical Co. 
Wife of Kenneth W. Tracy 
Dies in Douglaston, N. Y. 

Mrs. Ethel May ‘Tracy, wife of 
Kenneth W. ‘Tracy of Fritzsche 


Brothers Inc., New York, N.Y. 
died February 23 at her home in 
Douglaston, N.Y. from adenocar- 
cinoma. She had been ill for some 


time. Mrs. ‘Tracy is survived by her 
husband, a son Dr. William K. 








‘Tracy of York, Pa. and a daughter 
Mrs. Marian Jamison of Great 
Neck, N.Y. 


Three-Quarters of Revlon 
Business is in Make-up Items 
Despite the fact that Revlon’s 
nail enamel is credited with being 
the largest selling one in the coun- 


try it is stated in a booklet issued 
by Revlon Products Corp., New 


York, N.Y. to dealers that 75 per 
cent of its business is done in make- 
up items other than nail enamel. 


Son of Charles W. Crowley 
Takes Part in Columbia Forum 


Charles E. Crowley Jr., son of 
Charles E. Crowley Sr., president 
of the Alsop Engineering Corp., 
Milldale, Conn. took part in the 
second annual forum for selected 
students of secondary schools at 
Columbia University, February 23, 
24 and 25. The theme of the foru 
was “Freedom and Security” and 


emphasized the part that each 
plays in democracy. Mr. Crowley 
represented the Cheshire Acad- 


emy. 


Harry B. McClure Awarded First 
Commercial Chemical Award 


Harry B. McClure, division vice 
president of the Carbide & Carbon 
Chemicals Corp., New York, N.Y. 
will receive the first Commercial 
Chemical Development  Associa- 
tion Honor Award at the annual 
meeting of association in the Roose- 
velt Hotel, New York City, March 
22. Mr. McClure will speak on 
“Recent Case Studies in Chemical 
Development.” 

The award was established to 
provide annual recognition of an 
individual who has made outstand- 
ing contributions to the commer- 
cial chemical development field. 
Since 1928 when he joined the Car- 
bide & Carbon Chemicals Corp. Mr. 
McClure has been responsible for 
the introduction to industry of 
about 200 synthetic organic chem- 
icals not previously available on a 
commercial basis. Mr. Rg sone 
took his B. S. and M. S. degrees 
from the University of Pennsy- 
vania. His work has brought him 
in contact with many industries. 

Mr. McClure’s work was notable 
in the cosmetic field. Emulsions 
which are all-important in making 
cosmetics can hardly be visualized 
without the use of triethanolamine 
developed under his _ direction. 
Carbitol, another product, contrib- 
utes coupling possibilities and also 
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W. Ayle Sheffield 


acts as an humectant. Other uselul 
contributions by his company to 
the cosmetic industry include pro 
pylene glycol, polyethylene glycols 
and hydroxyce lulose. The company 
is also developing solvents for man- 
ufacturing nail enamel. 


Minimum Wage for Soap 
Industry Fixed at 95 Cents 


February 25 workers 
engaged in the performance olf 
government contracts for more 
than $10,000 let under the public 
contracts act must be paid at least 
95 cents per hour. Secretary of La- 
bor Maurice ]. Tobin announced 
that this is to be the prevailing 
minimum wage in the soap indus- 
try under the Walsh-Healey pub- 
lic contracts act. The old rate was 
10 cents per hour. 


Effective 


Association Calendar ° 
March 19-21—Affiliated Chain Drug 
Stores, Hotel New Yorker, New York, N.Y. 
March 26-30 
ciety, 117th National Meeting, 


American Chemical So 
Houston, 
lexas. 

March 27-30—Amer. Drug Mirs. Assn., 
Boca Raton Hotel, Boca Raton, Fla 

April 9-18—American Chemical Society, 
117th National Meeting, Philadelphia, Pa 

April 11-l4—Nat’l Assn. of Chain Drug 
Stores, Hollywood Beach Hotel, Holly 
wood, Fla. 

April 16-30—American Chemical Society, 
117th National Meeting, Detroit, Mich 

April 24-27—American 
Assn... National Packaging 
Navy Pier, Chicago, Hl 

April 27—Amer. Assn. of Candy ‘Tech 


Management 


k N postition, 


Annual Production Conterence, 
Lehigh University, Bethlehem, Pa. 
April 30-May 5—Amer 
Atlantic City, N.J 
Mav 7-10—Flavoring Extract Mivs. Assn 
Hotel Traymore, Atlantic City, N.] 
Mav 9-10—U.S.P. Convention, Hotel Stat 
ler, Washington, D.¢ 


nologists, 


Pharmaceutical 


Assn., Travmore Hotel 


Mav 19—Societs of Cosmetic Chemists, 


Savov-Plaza Hotel, New York, N.Y 


May  21-24—American — Spice 


Assn., Shawnee Inn. Shawnee-on-Delaware, 


Pa. 
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of Food and Drug = Officials, 


Lrade 


May 24-26—Central Atlantic States Assn 
Chalfonte 
Hotel, Atlantic City, N.]. 

June 4-9—National Confectioners Assn., 
Waldort-Astoria Hotel, New York, N.Y. 

June 12-13—Chemical Specialties Mfrs. 
Assn., Drake Hotel, Chicago, Hl 

June 19—BIMS Goll Pournament, 
Ridgewood, N.J.. July: 18—Wheatly Hills, 
Long Island, August 22—Winged Foot, 
Marmoneck, N.Y. 


Average Family Income in 
1948 was $3200 


The median income of U.S. fam- 
ilies was $3200 in 1948, according 
to a Census Bureau income study 
just released. This is an increase of 
$150 over 1947, and $600 over 
1914, when the annual study of 
family income was first made. 

According to the report, 8,000,- 
000 families had incomes over $5,- 
000 in 1948. In contrast, 10,000,- 
000 had incomes under $2,000. 
Since the report covers only cash 
income, it understates the buying 
power of rural farm families, Cen- 
sus staff members warn. 


Canada to Permit Imports 
of Labels 


\ccording to the ‘Toilet Goods 
Mfrs. Assn. of Canada the Canadian 
government will permit U.S. con- 
cerns to import completely printed 
labels after April 1. Previously, the 
importation of finished labels had 
been forbidden under the Canadian 
yg Control Regul: itions except 
in a few special cases. 


France and Italy Reserve 
Space at Trade Fair 


Entry of France and Italy into 
the First United States interna 
tional ‘Trade Fair was confirmed 


recently when space reservations 
from the two countries were re- 
ceived. Both countries will exhi- 
bit cosmetics, apparel and accesso- 
ries, electrical equipment and 
many other products. 


L. Tracy Sheffield 





Sheffield Tube Corp. 
Celebrates 100th Business Year 


Ihe forerunner of today’s Shef- 
held ‘lube Corp. was founded as a 
toothpaste business in 1850 by Dr. 
\W. W. Shefheld, a noted New Eng- 
land dentist and chemist. 

[his business was carried on by 
Dr. W. W. Shefheld’s son, Dr. L. 
Tracy Shetheld, who was the first to 
put toothpaste in tubes in 1892. By 
this time the demand for tooth- 
paste had increased to a_ point 
where the manufacture of collapsi- 
ble metal tubes for the Shefheld 
product was begun on a small scale. 
At the turn of the century a tube 
manufacturing plant was estab- 
lished and this plant, now greatly 
expanded, operates as The Shefheld 
lube Corporation under the man- 
agement of the third and fourth 
generations of the original Shefheld 
family. 

Lhe Shefheld ‘Tube Corp. of 1950 
manufactures tubes for toothpaste, 
cosmetics, toiletries, medicinals, 
pharmaceuticals, lubricants, liquid 
cements and kindred items. Its po- 
sition of leadership in the industry 
may be attributed to the progres- 
sive outlook of its management 
down through the years. It has con- 
tinued in the vanguard of: denti- 
frice developments of note, being 
the first tube manufacturer to sup- 
ply tubes with internal tube liners 
suitable for protection of the much 
publicized ammoniated dentifrices. 

The factory and home offices of 
the corporation are under th guid- 
ance of President L. ‘Tracy Sheffield 
in New London, Conn. New York 
sales and exports are directed by 
Executive Vice-President and Sec- 
retary W. Kyle Shefheld. The Chi- 
cago sales office is managed by 
Charles Arch and Kyle Sheffield’s 
son, Peter K. Shefheld is associated 
with him. The West Coast sales of- 
fie in Los Angeles is managed 
by First Vice-President ‘Thomas C. 
Shetheld, son of L. Tracy Sheffield. 
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ing VEEGUM av 


wv 
A nnou . . . anew and improved form of Vee- 


gum, the widely-used inorganic sus- 






pending and emulsifying agent. 


I. VEEGUM HV 





is whiter—Higgins Brightness ap- 
proximately 80 on dry color. 


2. VEEGUM HV is a better emulsifier and emulsion 


stabilizer—Only 4% solids produce 
viscosity of approximately 300 cen- 
tipoises. 










Write for information on the new 
VEEGUM HV. If you have not re- 


ceived your free work book of de- 














tailed Veegum properties plus doz- 


ens of cosmetic and household 


formulation procedures, write for R, T, VANDERBILT CO. Inc. 


it today. SPECIALTIES DEPARTMENT 
230 PARK AVE., NEW YORK 17,N.Y. 


Tags NMSA a 


CHOLESTEROL IN ITS MOST ACTIVE AND EFFICIENT FORM 


ale AMERCHOLS 
BETTER! are CY glallyrerter 


NON-IONIC EMULSIFIERS, EMOLLIENTS AND PENETRANTS 





The AMERCHOLS are surface-active agents which are Naturally good for the skin. Of 


Natural Origin, they represent odorless, color-free forms of cholesterol and related rare 
sterols which we isolate in purified form from animal tissues. They are stable in the 
presence of acids, alkalies and most drugs. 


WE KNOW OF NO CASE OF ALLERGY DUE TO AN AMERCHOL 


For complete information write on your company letterhead for your copy of our technical 
booklet. Contains valuable data on the use of the Amerchols in O/W and W/O 
emulsions. Formulas for all types of creams, lotions, hair preparations, ete. 


Our Research Laboratories are available to you for advice and information at all times. 


Have you tried AMERCHOL L-101 Liquid Cholesterol Penetrant for your hair preparations? 


AMERICAN CHOLESTEROL PRODUCTS 


we. ee ee 
ie ee ceo Om ef 
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Plans for T.G.A. Meeting 
May 16, 17 and 18 


Charles A. Pennock, president of 
the Toilet Goods Assn., has sent a 
letter to all members advising 
them that plans for the annual 
meeting to be held at the Waldorf 
Astoria Hotel, New York, N.Y. 
May 16, 17 and 18 are progressing 
favorably. 


Beauty Brew Beer Shampoo 
Opens New Sales Drive 


Beauty Brew Beer Shampoo 
marketed by Beauty Brew Inc. for- 
merly known as Frank A. Weaner 
& Co. Chicago, Ill. has just 
launched a sales drive in three ma- 
jor markets. The product was 
tested in Columbus, Ohio, last 
Spring and nationally last Sum- 
mer. ‘The drive is emphasizing the 
new 114 oz. miniature beer bottle 
in which the shampoo is packed. 


Hudnut Holds Valentine Contest 


For N.Y. Heart Assn. 


An exhibit of original Valen- 
tines created by fashion designers 
for the benefit of the New York 
Heart Campaign was on display 
early in February at the Richard 
Hudnut Salon in New York. The 
public was asked to vote for the 
Valentine it liked best and a check 
for $500 was given to the Heart 
Fund in the name of the winner. 


T.G.A. Issues Standard 
For Urea 


Ihe Toilet Goods Assn. has pub- 
lished its Standard No. 33, for urea. 
The association recommends that 
purchasers of this material use the 
1.G.A.’s standard as a minimum 
specification. 


Australian Cosmetic Production 
Trebled in Last Decade 


Harry L. Fader, chairman of the 
board of the newly formed com- 
pany Potter & Moore (Australia) 
Pty., Ltd. reported according to a 
dispatch in Soap, Perfumery & Cos- 
metics that Australian production 
of cosmetics had trebled in the last 
ten years. He says that although 
Australian women have often been 
criticised by overseas beauty ex- 
perts for their allegedly faulty use 
of cosmetics, he is sure that in re- 
cent years they have learned to 
select and apply cosmetics in good 
taste. “They have little to learn 
from their overseas sisters,” he 
adds. Mr. Fader recently left Aus- 
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tralia for a business visit to the 
United States, where he will study 
the latest approach to the produc- 
tion of colour cosmetics and the 
latest trends in cosmetic make-up 
and colour harmony. Before he 
left he pointed out that cosmetic 
and perfumery manufacture was 
now a major industry throughout 
the world. 


National Chemical Exhibition 
To Be Held Sept. 5 to 9 


The Sixth National Chemical 
Exhibition by the Chicago section 
of the American Chemical Society 
will begin on September 5 and end 
on September 9. Running concur- 
rently with the 118th national 
meeting of the American Chemical 
Society in Chicago, the exhibition 
will be seen by an estimated 50,000 
persons. 


61% Million Gross Glass 
Containers Shipped in 1949 


During 1919 glass makers 
shipped a total of 6,606,301 gross of 
glass containers to manufacturers 
ol cosmetics and toiletries, accord- 
ing to U.S. Dept. of Commerce fig- 
ures. In 1948 there were 6,470,873 
gross of glass containers shipped to 
cosmetics manufacturers. During 
1949 the number of narrow necked 
containers increased over those 
shipped in 1948 while the volume 
of wide mouthed containers was re- 
duced. 


Winners of Beauty Fashion 
Awards Announced 


Beauty Fashion awards for 1949 
have been presented to Charles of 
the Ritz for merchandising policy; 
to Helena Rubinstein Inc. for pro- 
motion of hair cosmetics; to Eliza- 
beth Arden Inc. and Dana Per- 
fumes Inc. for advertising; and to 
Lucien Lelong for packaging. The 
awards were established over ten 
years ago to encourage the main- 
tenance of a high standard of mer- 
chandising practice in the cos- 
metic industry. 


Philadelphia College 
Holds Alumni Dinner 


The Philadelphia College of 
Pharmacy and Science held its 
Mid-Winter Alumni Reunion Din- 
ner on February 23. Speaker at the 
affair was Dr. William A. Feirer, 
executive vice president of Sharp & 
Dohme, Inc. After dinner the 
alumni watched a three act comedy 
presented by the Courtyard Play- 
ers. 


National Packaging Conference 
Set for April 24—27 


At a recent meeting of the Plan- 
ning Council of the Packaging Di- 
vision of the American Manage- 
ment Assn. plans were made for 
the Council’s annual conference 
on packaging, packing and _ ship- 
ping to be held concurrent with 
the AMA’s 19th National Packag- 
ing Exposition at Navy Pier in 
Chicago, April 24-27. 


What Happens When 2000 
Families Go Shopping 


What happens when 2000 typi- 
cal American families go shopping 
will be told when the Brand 
Names Foundation Inc. issues its 
composite picture of its findings in 
a nation wide survey of family buy- 
ing habits. Family and individual 
loyalty to brand names will also be 
shown. 


Schulton Gets Florists’ 
Advertising Award 


Shulton, Inc., New York, and its 
advertising agency were given the 
Flower Advertising Award for the 
outstanding use of flowers in ad- 
vertising during 1949. The award, 
by the Society of American Flo- 
rists, was presented to George L. 
Schultz, vice-president of Shulton 
and L. G. Wesley of Wesley Associ- 
ates, the firm’s advertising agency, 
by Edward J. McCarthy former 
president of the Society. 


Bill in Massachusetts Requires 
Registration of All Trade Marks 


House bill 119 being considered 
by the Massachusetts legislature 
provides for the mandatory regis- 
tration of all trade marks in the 
state. 





Among Our Friends 


DOANE HAGE who was asso- 
ciated with the Arthur Colton Co. 
for many years embarked in busi- 
ness for himself February | with 
offices in 30 Church St., New York, 
7, N.Y. He is specializing in new 
and rebuilt process and packaging 
machinery and equipment for the 
soap, cosmetic, pharmaceutical and 
chemical industries. 


CHARLES B. BELNAP of the 
Owens-Illinois Glass Co. has been 
elected a director of Arthur D. Lit- 
tle Inc., Cambridge, Mass. 
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PIMENTHENE 


A New Specialty made by 


SYNAROME 


of Asnieres, France 





Thane i no 
( 


AMLIL 


SK 


SNS 
coamelic completely new scent to be added to 


Slightly peppery, PIMENTHENE is a 


t . Floral Compositions, It emits a penetrat- 
COMUAAMNL 


ST 


—— ing odor as strong as the aldehydes, but 

with a decidely new fullness. } 
Maintaining its character throughout, it 
dries with a softness and delicacy un- 
matched in modern perfumery. 

A small percentage of PIMENTHENE in 
your perfume will enrich the complete 


odor ensemble. 


We will be pleased to submit a sample. 


BUSH “Ru" 


136 Liberty Street 
New York 6. N.Y. 


St. Louis Los Angeles 
J.C. Weiler & Co. H. J. Fouts 
8003 Forsythe Blvd. 6253 Hollywood Blvd. 
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ELMER SHEETS has been ap- 
pointed West Coast representative 
for Guerlain, Inc. and will work 
under E. K. Stoyanoff, sales manager. 


FRED J. BEYER executive vice 
president, P. R. Dreyer Inc. New 
York has returned from Florida. 


ROBERT H. STEINACHER 
who has been sales representative 
in Minnesota, Wisconsin and the 
Dakotas for Prince Matchabelli Inc. 
for the past three years is to cover 
the major Eastern cities in future. 
RAY DORAN will take over his 
previous territory. 


HENRY KREBS recently _ be- 
came the forty-third member of the 
Veterans’ Organization of George 
Lueders & Co., New York. Mr. 
Krebs, a member of the transporta- 
tion department, has been with the 
company for 25 years. He was hon- 
ored at a luncheon at the Drug and 
Chemical Club. 


G. WALTER BROWN, ex- 
ecutive vice president of Bristol- 
Myers Co. of Canada, Ltd. was re- 
cently appointed managing direc- 
tor of the company. C. GEORGE 
HEATH was appointed assistant 
vice president and assistant secre- 
tary of the firm. 


BEN J 
Essential Orb 


R. P. NEPTUN has been elected 
vice president in charge of field 
sales of the New York Quinine & 
Chemical Works, Inc., Brooklyn, 
N.Y. , 


ALLAN EMANUEL has joined 
the Berje Products Co., New York, 
N.Y. in a sales capacity and will 
cover the metropolitan area. 


R. J. HERMAN has been trans- 
ferred to the Chicago office of the 
Chemical Products Section of the 
Atlantic Refining Co. where he 
will handle the company’s alkyl 
aryl sulfonate type synthetic deter- 
gents and other of the company’s 
chemical products in the midwest. 


A. ABBA ORLINGER has been 
appointed a member of the Com- 
mittee on Patent Office Practices re 
Chemical Inventions by the Patent 
and Trade Mark Section of the 
American Bar Assn. Having served 
for over eleven years as patent and 
trade mark counsel for Sharp & 
Dohme Inc. Philadelphia, Pa. Mr. 
Orlinger recently returned to pri- 
vate practice specializing in patent 
and trade mark and related law 
with offices at 20 Pine St., New 
York, N.Y. Mr.. Orlinger held in 


FRENCH 


DESCOLLONGES 
PRODUCTS 


BOISOLENE 


An interesting base, recalling the warm 


perfume of tropical forests. 


MOUSSOLIA 





succession the Hofmann scholar- 
ship and the Bloede Scholarship 
awarded by the Chemists Club of 
New York while studying chemical 
engineering at the Massachusetts 
Institute of Technology. After ob- 
taining his B. S. degree i in chemical 
engineering there he was selected 
for the School of Chemical Engi- 
neering Practice and secured his 
Master of Science degree from 
M.I.T. in 1922. He then engaged 
in chemical engineering work with 
the Henry Souther Engineering 
Co., the Central Dyestuff & Chemi- 
cal Co. and the Grasselli Chemical 
Co. until 1928. In 1929 he was 
graduated from the law school of 
St. Lawrence University and after 
being admitted to the bar the fol- 
lowing year practiced patent and 
trade “mark law in New York. He 
joined Sharp & Dohme in 1937 
and while with that concern served 
as chairman of the Patents and 
Trade Marks Committee of the 
American Drug Manufacturers 
Assn. He was also a member of the 
Judicial and Legislative Committee 
of the Philadelphia Patent Law 
Assn., a member of its board of 
governors and also on its Special 
Committee on Chemical Practice 
on which he is still serving. 


INC 
tieaansite Clntanls 


A useful element in modern perfumes; it develops 
a sweet, mossy character, with a woody note. 


160 FIFTH AVENUE 


& Essential Oil Review 


NEW YORK 10, NEW YORK 
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AUSTRIAN PINE OILS 


We are the sole representatives in the United States for 
HINTERSEBER, leading producer of the world’s finest 


Pine Oils, distilled at Imst and Fernpass in the heart of the 
AUSTRIAN TYROL. 


ITALIAN CITRUS OILS 


We are also exclusive representatives in this country for 
FSCO DE PASQUALE, Messina, Italy, foremost manufac- 
turer since 1840 of the finest CITRUS OILS obtainable. 


Stock Warehoused in U. S. — Samples and Price List on Request 


AROMATIC CHEMICALS AND COMPOUNDS “‘COURTIER’ ARE ALSO CARRIED FOR OUR CUSTOMERS’ CONVENIENCE 


WILLIAM A. HOFFMAN, INC. 


EXCLUSIVE DIsrTreisv+TtorRs 


366 BROADWAY NEW YORK 13, N. Y. 





WHITE OIL 


This oil has been the standard for many of America’s very 
oldest cream manufacturers since their origin. It is water- 


white and crystal-pure . . . odorless and tasteless . . . of 





U.S. P. Acid Test and free of fluorescence . . . especially 
PLYMOUTH PETROLATUMS UL S. P. 


All Petrolatums are refined and straight filtered from 
Pennsylvania Crude. None are acid treated and all are 
long fiber and of U.S.P grades. 


refined for the cosmetic industry and as pure as a mineral 


oil can be made. Because of its extra lightness you should 


Kai . Both soft, low melting point consistencies and pharma- 
specify it for the soft, light, fluffy creams demanded today. aioe... ae astbacamaliee pi rl 
. 7 the drug and cosmetic industry. All grades are offered 

Other mineral oils of heavier body if desired. from Snow White to Amber. 


A Complete LINE OF COSMETIC RAW MATERIALS 


M. W. PARSONS 


REET y BST) fels1-2i =) 98 94 CED LY 
A and PLYMOUTH ORGANIC LABORATORIES, Inc. corse asa 
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JOHN F. COLGATE, a director 
of Colgate-Palmolive-Peet —Co., 
New York, N.Y. is chairman of the 
Soap Division of the 1949 fund 
drive of the Travelers Aid Society 
ol New York. 


NILS S. DAHL general manager 
of the John T. Stanley Co., New 
York, NY. is chairman of the 
Soaps Division of the 1950 Red 
Cross Fund campaign of Greate 
New York. 


HARRY B. WASSERMAN has 
resigned as president and general 
manager of Bombi, Inc. New York, 
N.3. 


JAMES S. HAUCK, formerly of 
Lehn & Fink Products Corp. is now 
associated with Manutacturers’ 
Marketing Co, (USA) Inc. New 
York, N.Y. He will handle the dis- 
tribution of Atkinson cologne, a 
Unilever product. 


\. F. MUNRO, dean of the ex- 
port managers in the drug and cos- 
metic industries who has traveled 


throughout practically every coun- 
try where cosmetics are sold has re- 
signed as vice president in charge 
Export 


of the Division of the 


SACHET JARS 


Oblong—cork-finish closure 


Left: 
Center: 
Right: 


Fancy oval—C. T. finish closure 


Northam Warren Corp., Stamford, 
Conn. He has been associated with 
the company for 26 years. April 1, 
R. L. POLK will take over the di- 
rection of the Export Division. 


ROBERT F. JOHNS has been 
appointed executive vice president 
and general manager of Jacqueline 
Cochran Inc., New York, N.Y. His 
work includes the distribution of 
Nina Ricci perfumes. He was for- 
merly executive vice president and 
general manager of Elizabeth Ar- 
den Inc. Prior to that he was vice 
president of Paine’s of Boston and 
merchandise manager of the R. H. 
Stearns Co., Boston. 


DR. EDWARD J. MASTERS, 
who was unanimously elected vice- 
chairman of the Scientific Section 
of the T.G.A. at the recent meet- 
ing, studied under Professor Mar- 
ston I. Bogert at Columbia Uni- 
versity, receiving his Ph.D. in 
organic synthetic chemistry in 
1942. A member of Sigma Xi, Phi 
Lambda Upsilon, and the Ameri- 
can Chemical Society, he is at pres- 
ent factory manager of the Helena 
Rubinstein plant, and prior to that 
was manager of the Waterloo Plant 
of Evans Chemetics, Inc. 


Square—C, T. finish closure 


All feature highly polished brass closures and all are immedi- 


ately available from stock. 
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ARTHUR 


GOLDMANN | for- 
merly of Standard Synthetics Inc. 
and the Edward Remus Co., New 


York, N.Y. has been appointed 
eastern sales agent for the Mutual 
Citrus Products Co., Inc. 


FRANK R. PLUM has been ap- 
pointed director of sales of the 
American Machine & Foundry 
Co.’s bakery division which manu- 
factures mixers for the cosmetic 
and allied industries. 





Obituary 
Julius Meyer 


Julius Meyer, treasurer of Arrow 
Laboratories Inc., New York, N.Y. 
died February 9. He is survived by 
his widow the former Miss Helen 
Tersch, a daughter, a brother and 
a sister, 


Fillmore S. DeVoin 


Filimore S. DeVoin, West Coast 
representative for Guerlain, Inc. 
died recently at the age of 71. He 
had been Guerlain’s western repre- 
sentative for 22 years and was well 
known in the cosmetic industry. 
He is survived by his widow and 
three sisters. 


A new collection of containers by 


the 


RICHFORD 
CORPORATION 


251 4th Avenue 
New York 3, N. Y. 


Samples on request 
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GERARD J. DANCO, INC. 


5 East 19th St. New York, 3, N. Y. 


Telephone: Oregon 3-6790 Cable Address: Codan, N. Y. 


ORIGINATORS OF NEW PERFUME TONES 


Laboratories in New York and Grasse, France 









e FINE ESSENTIAL | Exclusive Agents in 
AND FLORAL OILS the United States, Canada 


and Mexico for: 
e AROMATIC CHEMICALS | VICTOR HASSLAUER S. A. 
e MUSK - CIVET- AMBERGRIS | PARIS, FRANCE 













“Danco Quality Guaranteed by Reputation” 


SALES OFFICES: NEW YORK, MONTREAL, PARIS 








- quality — 


METAL CONTAINERS and CLOSURES 
by 


BRIDGEPORT 










Vanities Powder Boxes 

Jar Caps * Perfume Vial Cases and Caps 
Bottle Caps Lip Brushes 

Dry and Paste Rouge Cases Drawn Talc Containers 


Lipstick Containers—Swivel, Slide, Automatic 


and | 


Other Special Metal Products for the Cosmetic Industry 


THe Brioceport Metat Goops Mec. Co. 


BRIDGEPORT Established 1909 CONN. 
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arket Report 


Oil Prices Stay at High Levels 


he upward price trend, particu 

larly in essential oils, that 
started some months ago has leveled 
olf. Most of the articles are holding 
their gains however with supply 
and economic conditions suggest- 
ing further advances as demands 
for repli cements by various con- 
suming industries grow more press 
ing. 

Virtually all offerings of Bow 
bon ylang ylang were withdrawn 
and prices on all varieties of va 
nilla beans became entirely nomi 
nal as the result of a cyclone which 
hit Antalaha, the center of the 
producing area in’ Madagascar. 
News of the storm had an immedi 
ate effect upon vanilla beans 
where the supply position had al 
ready caused much concern among 
majot importers. The 1919-50 crop 
in’ Mexico is unusually — small 
(about 50 tons) and prior to the 
cyclone, estimates placed the total 
number of French beans in sight 
at only 200 meet total 
world requirements for two years. 
Annual domestic consumption of 
vanilla beans amounts to 350 to 
100 tons. Oil ylang ylang was among 
the first of the oils to be affected by 
the news regarding the cyclone be 
cause of the fact that production 
of the article has been steadily de 
clining in the Island of Reunion. 
Many of the ylang ylang trees are 
so old it is explained that they 
have been producing less oil each 
year. Other floral oils affected by 
the news of the storm included 
vetiver and geranium. 


tons to 


Citrus Oils Firmer 


Turkish geranium oil displayed a 
hardening trend as the result of 
higher re prices quoted 
from India. Algerian geranium oil 
was likewise firmer on higher ca- 
bles and limited offers from the 
primary center. Citrus oils were 
generally firmer to stronger. Ex- 
change brand of California —_— 
oil was fully maintained at the 
cent advance of 25 cents a saul 
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and prices on independent brands 
gradually edged up closer to the 
higher level prevailing on the Ex- 
change oil. Florida orange oil, 
which has proved one ol the weak- 
est items in the citrus oil group, 
showed increasing signs of  firm- 
ness, and it is believed that mount- 
ing costs will eventually be re- 
flected in the market especially 
when buying improves with the 
approaching spring season. No 
price movements were uncovered 
in lime oil. Some found demand 
an improvement over the previous 
month. More consumers were in- 
quiring, and although it is still 
rather early in the year, some pur- 
chases for spring requirements are 
expected to be noted in the weeks 
ahead. 


Spices Stronger 


Ihe seed and spice oils contin- 
ued to be featured by a generally 
strong tone. Clove received a set- 
back when some houses lowered 
then — prices but the turn ol 
events in spice suggested an e: - 
reversal in the downward trend « 
the oil. High costs of spice do not 
forecast an early return to normal 
prices on oil ginger for some time 
to come. A relaxation in the de- 
mand for derived products served 
to check the upward movement in 
anise oil prices. Replacements in 
China remained highly uncertain, 
however, and stocks have 
been fairly well depleted. Small 
lot orders for cassia oil were sul- 
ficient to lend considerable sup- 
port to the prices quoted on spot 
especially in view of the chaotic 
conditions that continued to pre- 
vail in the replacement market. 


local 


Benzol in Short Supply 


Some concern was expressed in 
aromatic chemicals regarding the 
critical supply position in benzol. 
Benzol has been the most seriously 
affected by the slowing down of 


coke oven operations since produc- 


ers never did catch up on deliver- 
ies since the steel strike last year. 
Phenol was also difhcult to obtain 
and toward the close of last month 
the tight supply position in coke 
oven toluol and xylol placed such 
a burden upon the demand _ for 
these products from the petroleum 
industry, that deliveries were be- 
ing allocated to regular consumers. 

Demand for aubepine liquid 
has fallen off from the level of a 
month ago. For a time or when the 
antihistamines were first  intro- 
duced to the consumer trade, a 
fairly heavy demand was noted for 
aubepine liquid. Safrol displayed 
an irregular tone over the past 
month although fluctuations were 
generally confined within narrow 
limits. 

For the first time in many 
months, the demand for refined 
glycerin turned spotty. Barring se- 
rious labor difficulties, or the sud- 
den influx of foreign crude, the 
glycerin market should remain in 
a relatively firm position over the 
first half of this year. Some addi- 
tional lots of Argentine crude glyc- 
erin were offered in this market, 
but the prices quoted for the ma- 
terial were about 34 cent a pound 
above domestic crude prices, and 
as a result, little or no business de- 
veloped. 


Mild Winter Cuts Menthol Prices 


Menthol suffered a rather severe 
setback over the past month with 
prices declining 35 to 40 cents per 
pound. The mild winter and the 
introduction of the antihistamines 
served to have an adverse influence 
upon consumption over the past 
several months. Cutting of the new 
mint crop in Brazil was delayed 
this year because of rains, and for 
this reason, firm offerings of men- 
thol from the new mint are very 
late. Estimates place this yaar’s 
menthol production in Brazil at 
between 130 to 140 tons which will 
be greater than last year’s produc- 
tion of less than 100 tons. 
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Eye appeal of 
tubes is important 


to your selling. 


More than a half 
century of “know- 
how”, and keeping 
pace with trends is 


PYDU«IM IMP 


at your disposal. 
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TUBES 


TURNER WHITE 
METAL COMPAN’ 
NEW BRUNSWICK NEW JERSEY 


DETROIT OFFICE 








CINCINNATI OFFICE 


J. A. Baver 
521 Broadway 
Cincinnati 2, Ohio 


ST. LOUIS OFFICE 


Ralph J. Elliott Sales Service 
1302 South Washington 
Royal Oak, Michigan 


George C. Kammermeyer 
Kammer Company 

4720 San Francisco Avenue 
St. Lovis 15, Missouri 
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LYGERINE 


Free booklet 
tells where it fits 
in your business! 


In hundreds of beauty prep- 
arations and pharmaceuticals, 
versatile glycerine is playing 
an increasingly important 
role in the drug and cosmetic 
industries... and many of 
these applications can mate- 
rially improve your product! 





The story is told in one 
informative, up-to-date book- 
let-—“Why Glycerine for 
Drugs and Cosmetics?” 














Contains compact informa- 
tion on the physical properties of glycerine . 
ment and chemistry... 
practical, useful data—yours for the asking! Whether you're in 
management, production, or research... an expert on glycerine or 
thoroughly unfamiliar with the subject—you'll want this informative 
booklet. Write for your free copy —today! 


. its origin, develop- 
grades and their applic ations. 16 pages of 


GLYCERINE PRODUCERS’ ASSOCIATION, DEPT. 25 
295 Madison Ave. e New York 17, N. Y. 






LANOGENE 


LEADERS 
Viscous distillate of liquid Lanolin 
esters — oil soluble — for hair i 


dressings, brilliantines — for hair 
lubricant and solubilizer for lip- LANOLIN 
RESEARCH 


sticks — permanent wave and de- 
odorant creams. 









Manufactured by 






ROBINSON WAGNER CO., INC. |i 
HO EAST 42nd STREET + New York I7 \feyrouln 


@ A 100% pure, uniformly textured, white bees- 
wax that always retains its quality and consist- 
ency. Will not settle, turn watery or give a curdled 
appearance—emulsions remain stabilized even 
during long periods of shipment, storage and 
display. Write for complete information. 


WILL & BAUMER Candle Co., Inc., Syracuse, N. Y., Est. 1855 


Sita tae Csi: Me Ta-Tas 
Red Oil Yellow Beeswax 


Spermaceti 


Composition Waxes 
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PRICES IN THE NEW YORK MARKET 


OLUAAUNAOUEEEEOULEGREERODUGUEOUSEUUGUREUOUGEUNUEOOREGONUGUUGOUEOOOOUAIOOUOTOUETOEEOIOENODENED CHeeeeeaeervenenceecanerenarngeontenas see teeDeOOeO Tt SUESSCCUSESSNTERELA GG G4 1A501S000000000000000C0000000ETOULSEONCUOCSOOOSOSESNGRSESUSUSOSEVOSEUSUSO0000000 000000 00500UROCRDGEUUROOOTOOOEOOVOVOUDODETOOUOOOTEO OTD OTT 0000 CRemE ORE CETTE ON TEED 





(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 


ESSENTIAL OILS CO seit ediiiencudeas 15.00@ 16.00 MY cividuskvrusacarewes 345@ 3.85 
Chamomile Roman .......250.00@280.00 et, Ce CCC TTT TS 3.50@ 4.50 
All prices per lb. unless otherwise speci- Cinnamon bark oil ....... 30.00@ 55.00 Neroli, Bigarde P. ....... 85.00@ 95.00 
fied. Citronella, Ceylon ........ 105@ 1.15 Petale, extra NF ........ 130.00@ 185.00 
NE OD <cccduasicn yawns 185@ 2.25 INOUE ea db ceuictacausuas 3.50@ 4.00 
Almond Bit, FPA per Ib. . 4.00@ = 4.75 Cloves, Zanzibar ......... 1.654 2.00 Ocotea Cymbarum ....... 80@ 1.00 
a 80@ 1.00 Madagascar ........... 150@ = 1.85 CD a enwrwiancwaws< 5.00@ 8.75 
Apricot Kernel ......... 0G 58 CONE kkivancnccneKeus 30.004 35.00 RPE S dbcnianeeed mais 30.00@ 35.00 
Amber, rectified .......... Nominal SEE. acxwavenccwews 10.00@ 12.50 Orange, Florida .......... 20@ ~~ 475 
Amasiien BOGE occccccccss 125.004 190.00 CN warvisreiaccananen 5.20@ 6.50 NE eee 20@ 1.00 
Pe ES... 40K envan 1.30@ 1.35 I i iid oo ala ae era 6.35@ 10.10 Cn ec nee wceecewde 754 1.00 
Aspic (spike) Span ...... 100@ 145 er rere 5.754 = 6.50 Origanum Spanish ........ 2.50@ 3.50 
DEE, Selvenaneeen cues L1l@ 1.50 gg ae Or 5.00@ 5.80 Orris Root, abs. (oz.) ..... 80.00@100.00 
Dn Greece nbehikeescexes 125@ 2.00 ee 70Q@ 145 ONE #etitcacat nas: 36.00 Nom’! 
OEE oe kcienevseciscs 1500 = 4.85 CON, WOU: oc ccesiccceens 2.654 3.00 PUN ec ca weicenwens 7.75@ 9.00 
EE sentducceseses 2.10@ 3.00 Geranium, Rose, Algerian . 12.00@ 16.50 PINE rp deca ket cat enc 
GM, SHOE vecscciesenss 2.254 5.40 PO .vevnkovaciavas 14.50@ 18.00 Pennyroyal, Amer. ....... 1.10 Nom/’l 
Birchtar, crude .......... L00@ = 1.50 WOE -exkweidesuvicuns 6.504 9.00 Bwropeam ....cccccsce: 1.60@ 5.80 
Birchtar, rectified ........ $.25@ 5.00 COE kddivandesicccceses BOO Oe Peppermint natural ...... 5.85@ 6.00 
One GP DOME eieccsdwewan 3.25@ 3.50 Guaiac (Wood) ......... 190@ 2.20 COTO TOOT 6.20@ 6.70 
Cee We Re veckssaen AQ 60 EE Kiwawae adn canner 160@ 2.00 ONE atten ce tad eases 2.20@ 2.75 
vo ee eee 2.35@ 2.50 Summer BORTG cc ccccces: 3.00@ 5.00 Pimento Berry ........... 3.85@ 5.50 
Calamus ..ccccesecccsssss 2000@ 25.00 EME TOME Saseeccewentns 10.00@ 12.50 Pinus Sylvestris .......... 2.50@ 2.65 
Camphor “White” ........ 25@ ~~ 50 EOUMEE desacnavactscnee 1.35@ 2.00 ED euch pismnwniiens 2.80@ 3.15 
Cananga, native .......... 3.00@ 3.40 Lavender, French ........ 2.20@ 5.00 Rose, Bulgaria (o0z.) ... 25.00@ 56.00 
Rectified 3.75@ 3.90 errr 2.95 3.25 Synthetic, adddacévce SGee aaune 
CE ac taanGcenndun kon $.00@ 4.50 aa 280@ 5.00 Rosemary, Spanish ....... 100@ 1.40 
CONN. <cbcecccencganes 58.00@ 70.00 eer ee 2.35@ 3.00 SM, SEE oc ccciscccsac 1.25@ 2.00 
Cassia, rectified, U.S. P... 2.10 2.35 Limes, distilled .......... 5.80@ 6.25 Sage, Dalmation ......... 4.50@ 5.00 
Cedar leaf U. S. P. ....... 1.75@ 2.00 MED codecs exwund 6.85 10.00 Sandalwood, N. F. ........ 11.50@ 12.25 
COMP WOE cecicccscccss A0G oo SAEED MOG vivenstevsds 11.00@ (Continued on page 255) 
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Use 


NORTHWESTERN 
ETHYL BUTYRATE 


when this ester is called for in your formulae. 


THE LARGEST 


For many years more than half of the Ethyl 


Butyrate sold in this country has been man- 


ufactured by us — proof of the fine quaiity 


MAKERS 


of our product. 


OF 


BUTYRIC 


ETHER 


THE WORLD 


The NORTHWESTERN CHEMICAL CO. 


WAUWATOSA, WISCONSIN 


INCORPORATED 


& Essential Oil Review 


1882 


Viarch, 1950 





253 























I civco Products Co., Inc. 


THESE CATALOGS | 1 W 


CAN SAVE YOU 


time & MONEY LATER 


ley 


foo rs 


contain just the answers you want to some of your 


chemical, physical and application information. They 
give many suggestions for lowering costs. 


ESTERS—24-page catalog of specs and use data on 
polyhydric alcohol fatty acid esters, which are non- 
ionic surface active agents, emulsifiers and thickeners. 


SYNTHETIC WAXES—18-page catalog on high or 
low m.p., hard or plastic, waxes used in a wide range 
of industries. Complete physical and use data included. 


NEW PRODUCTS FOR THE FOOD INDUSTRY— 
8-page catalog on emulsifiers, thickeners, stabilizers, 
whipping and anti-staling agents with descriptions. 
compositions and specifications. 


COSMETIC MANUAL- 


how best to use raw materials in cosmetic formulation. 


20-pages of information on 


plete formulae for many types of cosmetic products are 
given, along with valuable production information. 


PRODUCTS CO. INC 


BROOKLYN, N.Y. 
NATRIUM, W.VA. 


Dept. T 19, 26 Court Street 
Brooklyn 2, New York 


Please send me a free copy of the catalogs checked: 


ESTERS by Glyco (24 pages) SYNTHETIC WAXES by Glyco 


(18 pages) 


GLYCO COSMETIC MANUAL 
(20 pages) 


NEW PRODUCTS FOR THE 
FOOD INDUSTRY by Glyco 
(8 pages) 


NAME 
COMPANY TITLE 
STREET 


cITY ZONE STATE 
TYPE OF BUSINESS 


MANUAL 


Just off the press, these new Glyco catalogs may 


problems. They describe all of our products and give 


Glyceryl monostearates, diglycol stearates and digly- 
col laurates are among the products described. Com- 


To add quality and distinction 
to your particular products at 
low costs, we invite you to try— 


ROSANTHOL 


Reg. U.S. Pat. Off. 
The indispensable rose base 


LAVENDONE 


A powerful lavender base 


FLORIANOL 


Imparts a rich floral note to your product. 


QUALITY SERVICE PRICE 


NEW YORK AROMATICS CORP. 


Essential Oils — Aromatic Chemicals 
Perfume Bases 


5 Beekman St. 


New York 7, N.Y. 





ONSOLIDATED 
Established 1858 FRUIT JAR CO. 


NEW BRUNSWICK, NEW JERSEY 


— 


SHEET METAL GOODS : SPOUTS : SPRINKLER TOPS : DOSE CAPS 
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Sassafras, artificial ....... 604 25 C 14 (Peach so-called) .. 685@ 7.40 NUNES ncadccansddawes 155@ 2.05 
ee Cr ee eT e 31a C 16 (Strawberryso-called) 5.90@ 7.00 MS pdbaducecncagcas 2.05@ 2.85 
EG MD pn gan peewee 19.004 23.00 Amyl Acetate ..........+. 53@ ~~ «70 Geraniol, dom. ........... 3.25@ 3.50 
SROMPRME ccccccseveccecs 3.20@ 3.80 Amyl Butyrate .......000: 85@ 1.10 Geranyl Acetate .......... 2.70@ 3.60 
ME avwhbeuecutacukesaaene 0644 Amylcinnamic Aldehyde .. 2.10@ 2.50 Geranyl Butyrate ........ 5.25@ 6.10 
TO cdccecaneeacumnesens 8.75@ 9.00 Amyl Formate ........... 100@ 1.25 Geranyl Formate ......... 5.45@ 6.10 
iy Perec rer ee 2.15@ 2.85 Amyl Phenyl Acetate ..... 3.75@ 4.10 Guaiac Wood Acetate .... 6.00@ 6.75 
WOO Sckecdecsicveaes 2.40@ 3.25 Amyl Propionate ......... 100@ 1.60 Heliotropin, dom. ........ 3.10@ 3.90 
WHE oc ncievcneviwicees 30.00@ 55,00 Amyl Salicylate ......... 85@ 1.00 Hydrotropic Aldehyde .... 630@ 6.85 
Vetivert, Haitian ......... 11.00@ 12.00 Amyl Valerinate ......... 180@ 2.25 Hydroxycitronellal ....... 6.75@ 8.00 
PN o< (vevaaubnee 13.75@ 14.75 Gat ee So einscnuwee 110@ 1.25 ne Gin WG Keatcescceege 18.00@ 20.00 
Wintergreen ......ccccees 4.00@ 14.50 Anisic Aldehyde ......... 2.45@ 2.75 lonones 
WORN Ni b.wesucivncane 1.00@ 4.35 Benzyl Acetate ........... 70@ 85 MET ceaevnunckidcdacwnd 7.80@ 8.60 
Ylang Ylang, Bourbon ....  7.50@ 12.00 Benzyl Alcohol .......... 65@ ~~ «71 DEE i cecdveccaccond 4.55@ 8.80 
PEAGOEMEET  cinccicacensdviva 6.75@ 7.00 Benzyl Benzoate ......... 80@ 1.00 | rere errr. 1.65@ 1.80 
Benzyl Butyrate ......... 1L70@ 2.15 Iso-butyl Acetate ......... 100@ 1.75 
Si ceca il . Benzyl Cinnamate ....... 3.30@ 3.60 Iso-butyl Benzoate ....... 1.10@ 1.75 
TERPENELESS OILS Benzyl Formate .......... 2.00@ 2.30 Iso-butyl Salicylate ....... 2.15@ 3.00 
; Benzophenone ........... 150@ 1.85 POON Se caciewextneds 3.35@ 3.85 
a ee Rae ee eee T nae : a Benzyl-Iso-eugenol ...... 9.35@ 10.00 ee SCC CCCOCUCT OT 2.00@ 2.80 
L: iM Oe ae 795% 10.00 Benzyl Propionate ....... 160@ 2.20 REE. Cuctédexeceudvea 1.60@ 6.35 
ee | Sek ERE OA “ane , Benzylidene Acetone ..... 2.00@ 2.75 Linalyl, Acetate 90% ..... 4.35@ 4.70 
EO: bc etaccnevesesunaee 35.00@ 41.00 B eal mee 35 20° 100@ 4.60 
BR Ec acsaysns ecard 75.00@ 85.00 Pee SPOR eens whe oe eee poeta eres bys ey 
aes ee ; Butyl Acetate, normal .... .1444@ .15% Linalyl Formate ......... 10.75@ 12.00 
PE. adnexkaseupese 4 15.00@ 62.00 > ty Sedo , 7 ( 3.75 Nieakel pis 950@ 11.00 
NEE: GOO: ccceces canes 70.00@ 95.00 Cinnamic Alcohol ........ 3.00G 3.75 inalyl Propionate ....... 0@ 11.0 
Peppermint 10.50@ 11.25 Cinnamic Aldehyde ...... L1S@ 1.35 MME <ccviccwaeucusens 10.00@ 10.50 
ae ............. 5 75M 700) Cinnamyl Acetate ........ 3.75@ 4.50 Methyl Acetophenone .... 1.50@ 1.90 
S wat eis 6.254 700 a eee errr eee 5.75@ 7.00 Methyl Anthranilate ..... 2.40@ 2.65 
ere NVSENPE TRS EROS —— = ee 3.20@ 3.75 Methyl Benzoate ......... 60@ 1.00 
Citronellyl Acetate ...... 3.95@ 5.40 Methyl Cinnamate ........ 175@ 2.25 
DERIVATIVES AND CHEMICALS COMMIGTEE cs cccnscccecnee 2.754 3.00 Methyl Heptenone ....... 6.25@ 7.00 
Cuminie Aldehyde........ 7.75@ 10.00 Methyl Heptine Carbonate 45.00@ 60.00 
Acetaldehyde 50% ....... 1.90@ 2.75 Diethylphthalate ......... 35@ AB Methyl Naphthyl Ketone .. 3.25@ 4.75 
Acetaphenone........... 150@ 1.75 Dimethyl Anthranilate ....  5.25@ 5.90 Methyl Phenylacetate .... 130@ 1.85 
a rere 2.40@ 3.00 Ethyl Acetate ......cccees 26 30) Methyl Salicylate ......... AO@ AS 
Ga vetcwinawonstnecees 17.50@ 19.00 Ethyl Benzoate .......... 15a ~~ 90 Mask Ambectte ......0.. 5.40@ 5.85 
CU pdabuncenivsxesanel 240@ 3.00 Ethyl Butyrate ........... 170@ BS NO ce vkiwccunasdanes 5.00@ 5.30 
Rae). ei Gianddeobetaanwn 14.504 Ethyl Capronate ......... 3.30@ 3.75 PUM n dedatcecenecadae 1.75@ 2.00 
Tae.  Wrweani ee vateebeen 2.40@ 2.85 Ethyl Cinnamate ......... 245@ 2.80 Neroline (ethyl ether) .... 2.00@ 2.35 
Bape Gi © vcciccaccess 9.00@ 11.00 Ethyl Formate .......c0. 654 <a Paracresyl Acetate ....... 2.15@ 2.75 
OP . pinaeccidewnceney 7.000 8.50 Ethyl Propionate ......... 754 = 1.00 Paracresyl Methyl Ether .. 2.50@ 3.00 
CR keer eceieeeecuens 19.25@ 22.00 Ethyl Salicylate .......... 80@ 95 
ee skeen kueiecwdewnss 14.0004 16.00 Ethyl Vanillin ........... 6.75@ 6.80 (Continued on page 257) 


OIL ORRIS ROOT LIQUID ABSOLUTE 
ORRIS CONCRETE 
ORRIS OLEORESIN (Resinoid) 


Experience demonstrates that none of the substitutes for Orris 
are wholly satisfactory in giving the characteristic Orris note. 
It is therefore fortunate that these well known Bush specialties 
are now readily available. 


W. J. BUSH @ CO.,, Inc. 


ESSENTIAL OILS ... AROMATIC CHEMICALS . . . NATURAL FLORAL PRODUCTS 
11 EAST 38TH STREET, NEW YORK 16, N. Y. 


LINDEN, N. J. NATIONAL CITY, CAL. 
LONDON MITCHAM WIDNES 
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Soe oe es aya 


JOHN HORN 835-839 TENTH AVE., NEW YORK 19, N.Y. 
DIE STAMPING ENGRAVING EMBOSSING 


Telephone: “ Cable Address 
COLUMBUS 5-5600 HORNLABELS NEW YORK 





METAL - EMBOSSED 
ENGRAVED 


DIE STAMPING FOR BOXMAKERS 



















e@PURE WHITE 
@ EXTRA QUALITY 
© ABSOLUTELY PURE 


© ABOVE U.S.P. STAND- 
ARDS 


@ Samples will gladly be sent 
on request—at no obligation 


Serving the Trade for 98 Years 





























@ ABSOLUTE FRENCH PERFUME BASES 


Built up from Natural Flower Oils producing by simple di- 
lution with Cologne Spirits a quality of Perfume Equal to 
and in many cases superior to the best on the market today. 
Many Popular Types. 


@ POWDER AND CREAM OILS 


Concentrated Oils and Lasting Odors. Cream oils will not 
discolor. Large Variety of odors at popular prices. | 


@ SERIES 300 OILS 


Concentrated low priced Oils for Toilet Water, Hair Tonics 
and Oils, Lotions and Liquid Soaps. 
Large assortment of odors. 


@ WATER SOLUBLE PERFUME OILS 


For sprays, liquid soaps, deodorants, wick perfume ete. | 


@ EXQUISITE PERFUMES IN BULK 


Write for our price list of new low prices. 
For 30 years we have served a satisfied clientele. O | 
meena Rcnenenben ti snes eo aes service. . v T bd E oO D oO R L E oO N H A R D WAX Cc O., I N CS. 
433 Stuyvesant Avenue Irvington 11, N.J. | HALEDON, PATERSON NEW JERSEY 
E. M. LANING COMPANY Western Distributer: A. C. Drury & Co.. 219 E. North Water St., Chieage, III. 








For the Fast-Growing Detergent Industry 


The 
FUNDAMENTALS |..........., 


1" DETERGEN 
of DETERGENCY _ ~*~: 
by William W. Niven, Jr. me 

Midwest Research Institute 


1950 + 260 pages - illustrated - $5.50 





This volume presents a thorough-going treatment 
of the theory and practical applications of deter- 
gents with special reference to their use in launder- 





Fur designers, production 
men, sales executives, merchandise 
men and buyers in all industries and busi- 
nesses. See all the latest advances in the physical and chemical, and who wish to under- 
world of plastics. See how to use plastics 
in all forms, old and new — to stimulate 


ing processes. All those who require a basic knowl- 
edge of the factors involved in detergency, both 


stand the chemical formulation of modern deter- 


CHICAGO the sale of your products. Over 100 ex- gents will find this book of the greatest value, since 
NAVY PIER hibits, showing materials, machines, fin- its principles can be applied to all fields in which 
ae ae onsets with the experts surface tension and its related phenomenon play 

e — they'll be there! : 


a part. 


MARCH 28-31 Guest Tickets: This exposition is not z 
open to the public. Guest tickets are Order Now for Immediate Delivery 
1950 available free on request by writing (on 
your company letterhead) to — THE AMERICAN PERFUMER 
THE SOCIETY OF THE PLASTICS INDUSTRY, INC. 9 East 38th St. New York 16, N.Y. 


295 MADISON AVENUE, NEW YORK 17, N. Y. 
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Paracresyl Phenyl-acetate . 4.75@ 5.40 Boric Acid, U. S. P., ton . .129.00@ 133.50 Rose Water, jug (gal.) ... 2.000 2.50 
Phenylacetaldehyde 50% . 2.75@ 3.25 Calcium, phosphate ....... 08 08%, Rosin, M. per cwt. ....... 7.20@ 7.25 
RS thi witcannckuenais 4.100 4.65 Phosphate, tri-basic ..... .0660@ .0730 See AG ci ccceeenis AO@ = A2 
Phenylacetic Acid ........ 1.75@ 2.25 Camphor, pwd., domestic . .45@ ~~ AT PO NRC E as cusecsens 2.45@ 2.60 

Phenylethyl Acetate ...... 1.85@ 2.50 Castoreum, nat., cans ..... 10.50@ 12.50 Silicate, 40°, drums, works, 

Phenylethyl Alcohol ..... 165@ 1.90 Catyl, ACGME 6 occ ccecc 150@ 1.55 AGO PO soc cseecen es 100@ 1.35 

Phenylethyl Butyrate ..... 3.55@ 4.35 Chalk, precip. bags, clts .. 02%,4 — 03 Sodium Carb. 

Phenylethyl Propionate ...  3.10@ 4.00 Cherry Laurel Water, jug, 58% light, 100 pounds .. 1.25@_ 2.65 

Phenylethyl Salicylate .... 4.20@ 4.80 Me cuidereseereauwe eR 125@ 1.70 Hydroxide, 76% solid, 100 

Phenylethyl Valerianate .. 5.60@ 6.00 Cite Ri 24444 26% DOMME ea ce cccoseees 3.05@ 4.20 

Phenylpropyl Acetate .... 4.25@ 4.85 Cs I eins cane bk 1£50@ 15.00 SOOUMERCOHE occ veciiesce’s 284 32 

DOE. ecinenecccnviusewe 85a  ~=90 Cocoa butter, bulk ....... 49@ ~~ «51 Stearate Zinc U.S.P. ...... 34@ ~~ 36 

Reeees ©. We (OR kccccccs 3.25@ 4.00 Cyclohexanol (Hexalin) .. .21444 22 TUNUGM weteducuucesawawas 1.50@ 1.85 

Styrolyl Acetate ......... 2.154 3.00 Fuller's Earth, Mines ton .. 27.00@ 30.00 fiw. Cees 314@ 35 

Vanillin (clove oil) ...... 1.00@ = 4,50 Elecesins. C.F oc cccccccs 2434, 254% Tragacanth, No. 1 ........ 2.85@ 3.40 
(QUBIREOE) — cenceivccess 3.00@ 3.95 Gum Arabic, white ....... 33a 35 Triethanolamine'  ........ 214%4@ 22% 
ee Ter ere ere 3.00G@ 3.05 NR ie ees it ae 12344 14 Violet Flowers .......... 1.80@ 1.85 

Vetiver Acetate ....... .. 30.000 37.50 Gum Benzoin, Siam ...... 3.500 3.85 Zine Oxide, U.S.P. ctns. ... .144@ 144% 

Violet Ketone Alpha ..... 7.45@ 10.50 Sumatra ..ccccccccccece 55a 65 

Yara Yara (Methyl ether) 2.25@ 2.80 Gum Galbanum .......... 80d 95 OILS AND FATS 

Ce EEUNEE cnstccaevieenes A2M A8 
BEANS CRE, o0cdssacna ces 25@ 428 Castor, refined, tanks ..... 194@ 19% 
DM vxienvveraccanenens 05a 07 Cocoanut, crude, Atlantic 

DEE, ickcgesccnenss 1.75@ 1.80 SO eee re 34a (SA Ny CORRE, cekcaveiens AS Ya 

Tonka Beans Surinam .... 100@ = 1.10 Rk ce vcvueees .. 5.00@ 7.00 Corn, crude, Midwest, miil, 

Vanilla Beans Lanolin, hydrous ...... -. 29 30 WS cnececaserisecreaks 13@ 13% 
ON I OT ree 3.50 Nom’ eer rer ere 31a 32 Corn Oil, refined, tanks ... 164 
Mexican, whole ........ 6.25 Nom’ Magnesium, carbonate .... lla 12% Cottonseed, crude tanks ... .1144@ 12 
eee 5.00 Nom’l EEE ceSvevewnces — er Grease, white .....0.0005: 06% 
errr errr 2.504 2.85 Bey QUOD 6c evccceeuces 35.004 48.00 Late, CRICGGM .ccccncccees 104G 

Olibanum, tears .......... 204 29 Lard Oil, common, No. | 
SUNDRIES AND DRUGS NL Saved veeexds . <a 38 Gucci viccsentecace j114@ 12% 
Oleores in vanilla ........ 14.004 Palm Congo drums ...... 12 Nom’ 

SR PE CE TEE 09@ 14 Orange Flower Water, gal. 1.75€@ 2.25 Peanut, refined tanks ..... A7,4G 18 

Ambergris, ounce ........ 8.50@ 18.00 Orris Root, Italian ....... Ma 21 Red Oil, single distilled 

Balsam, Copaiba ......... 654 70 I aN ee .. OOY4a 07% MS eit pcos wages 13@ 14 
PO “Sovvddiedewinr eae. 85 1.00 Peroxide (hydrogen U.S. P.) Stearic Acid 

Beeswax, bleached, pure DD -ctGlakuteneedakws eas 03354 05 Triple Pressed ....... . 1644 17 
Mp eG  Dkweshacrncdss 634 64 Petrolatum, white ........ 0654 0.5% Double Pressed ........ 14a AS 
Yellow, refined ........ 52u 4 eee .. 100@ 1.50 Tallow, acidless, drums ... .1144@ 12 

Bismuth, subnitrate ...... 2.304 eT eee - AWAZ@ = MEW CRE 6 vice cceccwe 063% 

Borax, crystals, carlot ton . 61.25@ 81.25 Rose flowers, pale .:...... AVG 50 Whale oil, refined ....... Nominal 





STICK COLOGNE = Climbing to new peaks of popularity in these new 


STICK COLOGNE JARS by the 
Left: No. 48 Plain Round 
elias No. B48 iced mad RICH FO RD 


Right: B48 Fancy Round CORPO RATION 


All have 48 millimeter highly polished brass caps, tested air- 


tight and saran-film lined. 251 4th Ave., New York 3, N. Y. 
Samples on request 
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ragrances 
that help sales 


Gt will pay you—with a profitable 
share of Spring and Summer sales 

-to consider now how to heighten 
the originality and allure of your 
products. 


Our perfume materials will make a 
valuable contribution to your crea- 
tion of new, appealing and truly 
individual Perfumes . . . Toilet 
Waters . . . Eau de Colognes . 


Deodorants . . and Cosmetics. 


You can benefit most from the crea- 
tions of master perfumers which we 
are offering at moderate prices. 
Write today for samples and details, 
including information on our wide 
assortment of perfumes in bulk. 


Creators of the finest perfume bases for 
every purpose, in every price range. 


Essential Oils 
Perfume Materials 
Aromatic Chemicals 






” — 


new YORK 1, N. ¥- 





—_ 


601 WEST 26th STREET, 
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CLASSIFIED ADVERTISEMENTS 


Rates, per line, per insertion: Business Opportunities, $1.00; Situations 
Wanted and Help Wanted, 50c. Please send check with copy. 


BUSINESS OPPORTUNITIES 

WANTED Chemicals, Colors, Pigments. Resins, Solvents, Oils. 
Aromatics, Other Raw Materials & Supplies, Machinery & Equip- 
ment: CHEMICAL SERVICE CORPORATION, 80-08 Beaver St., 
New York 5, N.Y.. HAnover 2-6970. 

WANTED: 2—Dry Powder Mixers; 2—-Pony Mixers; 2—Tablet 
Machines; 1—Filler; 3—Kettles; 2—-Filling Machines. No deal- 
ers. Write Box 2353, The American Perfumer and Essential Oil 
Review. 9 E. 38th St.. New York 16, N. Y. 

WHATS YOUR TROUBLES. Cosmetic Chemist long experience 
can help you. Tell me what you want. I will send you finished 








samples and price formulas before you buy. Saves time and money. 
If its New I have it. Cosmetic Chemist, 5634 Lucas-Hunt Road, St. 
Louis 20, Missouri. 


NEW TORSION BALANCES IN ORIGINAL EXPORT CASES: 
MODEL #3500; CAPACITY 4.5 KILOS: BEAM 100 grams by 1 
gram graduations; SENSITIVITY 0.25 gram; sliding counter- 
poises; stainless steel pans; quick arresting; LISTED FOR- 
MERLY $98; will dispose $45 each FOB N.Y. Write Box 2853, The 
American Perfumer, 9 E. 38th Street, New York 16, N.Y. 








FOR SALE 


FOR SALE: 3 Colton 3DT single punch, Tablet Machines, 54”, 
V-belt drive. 4% HP Geared-head motor; 1—Stokes F, %” belt; 
1 Colton #44, 1144"; 5—Stokes Rotary RDI and RD4, 1”; 1— 
Stokes Rotary DD dbl. hopper, clutch pulley and 5 HP motor; 
8 Dry Powder Mixers, 50#% to 2000#; 2 Package Machinery Co. 
F9 Cellophane Wrapping Machines; 1—Standard Knapp #429 
Auto. self-adjusting Carton Gluer—Compression Unit; 9—World 
or Ermold Semi-automatic Labeling Machines; 2—-World Rotary 
Automatic Labellers, motor driven, late serial number; 1—Stokes 
79-80 Tube Filler, Closer, Clipper, Motor driven; 60—Stainless 
Steel, Aluminum, Copper, Glass lined, jacketed Kettles, some 
agitated; 1—Karl Kiefer Rotary 8-pout Vacuum Filler; 1—No. 
2TH Micro-Pulverizer; 1—No. 4TH; 66—Tanks; 26—Stainless 
Steel, 250, 350 gal.; 40—Aluminum 800, 650 and 250 gal. SPE- 
CIAL: 42—200 gal. Aluminum Rectangular Tanks at 25% of new 
price. Send for latest copy of Consolidated News listing complete 
stock. We buy your Surplus Equipment. CONSOLIDATED 
PRODUCTS CO., INC. 14-15 Park Row, New York, Phone: 
BArelay 7-0600. 


HELP WANTED 


REPRESENTATIVES WANTED to call on toiletry manufactur- 
ers. Our line includes a wide range of perfumers’ materials. Ex- 





cellent laboratory and “front office” cooperation. Openings avail- 
able in major territories. Write in complete confidence to Box 
2854, The American Perfumer, 9 E. 38th St., New York 16, N.Y. 


SITUATIONS WANTED 

ORGANIC CHEMIST, B.S., M.S. Chem. Eng., Ph.D. 13 years ex- 
perience in essential oils, isolates, aromatic chemicals and or- 
ganic synthesis. Research, development group leader; production 
plant superintendent. Publications, Sigma Xi, Age 38, married. 
Desires research, development or production position. Available 
March 1. Write Box 2852, The American Perfumer, 9E. 38th St., 
New York 16, N.Y. 


EXPERIENCED PRACTICAL COSMETIC CHEMIST for small 
cosmetic house in Chicago area with opportunity to build up your 
business. Experience in new formulations or duplications of any- 
thing in toilet preparations. Write R. J. Christoph, 2305 So. Cuyler 
Avenue. Berwyn, III. 


The American Perfumer 


j 
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PROFESSIONAL SERVICE 





ALBERT B. PACINI, Sc.D. 


Cosmetic Consultant 


Processes Products 
208 N. Maple Ave., East Orange, N. J. 
Tel.: ORANGE 2-7806 


“L'ART de la PARFUMERIE par EXCELLENCE” 


DR. JEAN JACQUES MARTINAT 
PERFUMER CONSULTANT 
Creations of Highly Original Perfumes. 


Duplications of Most Difficult Fragrances. 
Unique Kind of Professional Services. 


333 West 52nd Street, New York 19, N.Y. Tel. PL. 7-3708. 





IMPROVE YOUR FORMULA OR LABEL 
Perhaps I can make your preparation taste better, smell better, 
look better or keep better. 

Labeling and Advertising of MEDICINALS and COSMETICS revised 
to conform with FEDERAL and STATE laws and regulations. 


GEORGE W. PEGG Ph. C. 


Consulting Chemist 
57 Fourth Avenue, East Orange, N.J., Telephone ORange 5-9007 





NOW AVAILABLE! 


COSMETICS & HOW TO MAKE THEM 


By Robert Bushby 
Third Edition, 1945 . . . $3.00 postpaid 
MOORE PUBLISHING CO. 
Book Dept., 9 East 38th St., New York 16, N. Y. 





















FIFTH AVENUE 
PROTECTIVE ASSOCIATION 


142 Lexington Ave. Our Own Building 
New York 16, N. Y. 


45 Years of ‘RESULT PRODUCING” Service 
Proves Our Worth. The “TRADES” Recognized 
CREDIT and COLLECTION AGENCY. 


“TRAVELING ADJUSTORS == RESULTS" 


Aromatic Chemicals 
FOR PERFUMERY AND FLAVORS 


Isopropyl Quinoline ¢ Ethyl Anthranilate 
Isobutyl Quinoline ¢ Skatol 


Butyl Anthranilate 
Tertiary Butyl Quinoline ¢* Butyl Betanaphthol 


FAIRMOUNT 


CHEMICAL CO., 
New York 6, N. Y. 





136 Liberty Street 
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C ONSTANT research, skillful blending and ® 
development of subtle aromatics by the 
Perfume Chemists of N.B.W. 


of its Essential Oils, Aromatics and 


assures the 
quality 
Floral Creations. 

To be sure of constant high quality and lasting 
consumer acceptance of your products .. . 
Rely on NEUMANN-BUSLEE & WOLFE, Inc. 
where RESULTS have merited your repeat 
business since 1920. 


NEUMANN-BUSLEE « WOLFE 


int. 
yee ek 


Chicago 10, Ill. 





LET OUR CHEMICAL CONSULTANTS HELP YOU 


In Packaging Problems . . . Perme- 
ability and Dermatological Studies 

. Organoleptic Panel Tests on 
Taste, Odor and Flavor Evaluation. 


FOSTER D. SNELL, wc. 
Write Today 
for Booklet No. 2A 
“The Chemical 


Consultant and 
Your Business” 


_ Chemists 
Engineers 





29 W. 15 St. New York 11, N.Y. WA 4-8800 














Founded 1854 


FEZANDIE & SPERRLE, Inc. 
205 Fulton Street, New York City 
HIGHEST STANDARD 


Colors and Dyes for Cosmetics, such as 








LIPSTICKS PERFUMES 
ROUGES LOTIONS 
FACE POWDERS SHAMPOOS 
MASCARA CREAMS 
SOAPS Etc. 


Your inquiries are invited 
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OUTSTANDING EXCELLENCE 


... That accounts for the popularity of 
Interstate Colors. 


No matter what your color requirements 
Our expert advice will 


are, consult us. 


prove of great value to you. 


CHLOROPHYLL * CAROTENE 


INTERSTATE COLOR CO.» 


3 BEEKMAN ST., N.Y.C., 7—'phone CO 7-5281 
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4, yl Cycloheranepropionale-The refreshing sweet-tart flavor of fresh pineapple! 


This unusual Dow specialty is used principally in the composition of 
pineapple flavors, although desirable effects can also be obtained with 
small amounts in strawberry and raspberry flavors. This product Is smoother, 


more stable than Allyl Caproate and various other pineapple esters. 


MN 
4 
A few per cent of it will provide a fresh, natural top note to many perfumes. Aromhits 


THE DOW CHEMICAL COMPANY « MIDLAND, MICHIGAN 





FIRMENICH & CO. 


250 WEST 18th STREET, NEW YORK II, N. Y. 


SA: CARAMEED LTD 
PARIS, FRANCE 





